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TRU-GLIDE Soles on your shoes offer comfort, wear and 
smartness never before achieved. Biltrite brings you this 
revolutionary sole at a volume production price that means 
big savings over similar soles. Available in a full range of 
sizes and colors for shoes for the entire family. 


ea 


And what outstanding sales features! The unique V-treads 
and the bouncy rubber provide extra traction and give 
wearers a new sensation of gliding comfort — a real boon to 
sufferers of foot fatigue. Easier walking for easier selling . . 


and priced right to help you sell more shoes . . more profitably. 


AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA. 50, MASS. 


ae Le 5 of 
house 4464 District Boulevard 


In Canada: American Bil 


trite Rubber Co. (Canada) Ltd 


t Street, St. Louis 
Que 


Los Angeles 1010 Gratic 


Sherbrooke 


THE WORLD’S LARGEST PRODUCER OF SHOE SOLING MATERIALS 





“We depend on neoprene 
soles on our safety shoes to 
quality. 


protect 


This statement comes from a company 
that has been using neoprene soles and 
heels on its safety shoes for 20° years. 
These shoes have viven outstanding 
service in heavy construction, ship- 
yards, steel mills, chemical plants and 
oil refineries. 

One chemical processing plant reports 
that workers have worn RICO. safety 
shoes for 25 months without wearing out 
the neoprene soles. An oil refinery re- 
ports that these shoes normally last 14 
to 18 months and sometimes as long as 


our record of 


3 or 4 years — yet the neoprene soles 
remain intact. 

With this background of performance. 
the Record Industrial Company depends 
on neoprene for most of its safety shoe 
styles. Nothing compares to neoprene 
for all-around resistance to oil and 
chemicals. abrasion. cutting and cold- 
weather stiffening and cracking. And 
with neoprene soles. Record Industrial 
can offer style to the man who wants a 
safety shoe he can wear on or off the job. 


The reputation made by neoprene soles 


A 
MR. BERT LIPSCHUTZ 
Vice President 
RECORD INDUSTRIAL COMPANY 
Philadelphia, Pa. 


is important to companies like Record 
Industrial. You'll find them a lasting 
asset on all types of work and safety 
shoes. E. I. du Pont de Nemours & Co. 
(Ine.). Elastomer Chemicals Depart- 
ment. Wilmington 96. Delaware. 
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Better Things for Better Living 
... through Chemistry 








Proved sales success ... over 3500 leading shoe 
and department stores are ordering and reordering 
Hush Puppies in their five popular styles and a 


parade of eleven colors. 

Why? Because they’re priced to build profits 
through extra pairage (men’s styles start at $8.95). 
And .. . national advertising has helped create 


strong demand; so retailers can take the full 


mark-up. 

But, remember . . . only Hush Puppies are genuine 
brushed pigskin. Only Hush Puppies have 
“SCOTCHGARD”’ Brand Leather Protector — tanned 
right in—to keep them water repellent, soil 


resistant. 


Hush Puppies are built for comfort, too—only 12 
ounces per shoe, bouncy-balloon crepe soles, steel] 
shank support. Narrow, medium and wide widths! 


Hush Puppies will be available 
for broader distribution soon 


For information, write 
Wolverine Shoe and Tanning Corporation, 
ROCKFORD, MICHIGAN 
or see them at the National Shoe Fair 
Room 762, Palmer House, Chicago 
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Too busy to make money this Fall? 


“Too busy” usually means a store full of customers. kind of business is still to come. Fill in now and 
But it shouldn’t mean “‘too busy to re-order.” Right avoid the risk of being “too busy to make money.” 
now — right smack in the middle of the back-to- The Yankee Shoemakers, division of Sam Smith 
school rush—is the time to size up. 51% of the same Shoe Corporation, Newmarket, N. H. 


Little Yankee Shoes 


fit for the child you love 
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in LEVOR CLOVER CALF 


in LEVOR CLOVER CALF 


Primavera #396 
Milano #381 
Sunglo #375 
Bone #351 
Gulfstream #216 


in TAN-ART SUEDE KID 


Corsair Blue #207 
Scarlet #410 
Black #87 





and TRANSPARENT KID 
in new colors 


G. Levor & Co., Inc., Gloversville, N. Y. 
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BV GwL totes, 


.... With the MAGIC 
S-T-R-E-T-C-H 


FLEX WITH EVERY STEP — can’t rub ankles. 
Always soft, pliable — even below zero! 








’ 


NEW! #204 fits practically all HEELS from 
tiny illusion to 20/8. 


NEW! “Armor-Plated’’ heels resist punch 
thru. 


NEW! Foxing all around. Smart, adds wear 
and scuff protection. 


ADD TO YOUR VOLUME _ NEWSee Thru Smoke and Jet Black Colors. 


. : Millions prefer these lightweight all-rub- 
with these profitable luxury boots. They're nae ae, Give your pie ng they 
$2.98 sellers—not $1.98 or less. Fastest = o.1 for "“4otes." 
moving women's "totes" in years. OPEN jie ° 
WIDE at top—easy to put on. Close easily #204 for most medium 
with new Side Button and Loop. NEW 070," hee! shoes ura. D 2.98 
LASTS—perfect fit on all style shoes. #206 for high heels (Store's cost: $1.79 pr.) 


America's Largest Selling Children's Rubbers 
New Stretchy NEW DISPLAY BAR SELLS FOR YOU — 


——e” . P a FREE with your order for 36 pairs or more of 
<< a Women's "totes or 48 pairs OVERSHOE 


Sizes 6 Sizes 3!/, 
to big 3 . to big 4!/, totes.’ Ask for them. IN STOCK at your 
$1.98-2.69 ? $1.29-1.98 local wholesaler's or write: So-Lo MARX RUB 


BER Company, Dept. BSR, Loveland, Ohio 


eos 


be rise 
OH 





Run ‘‘totes’'’ Newspaper Ads—We'll Pay '2 


JUST MAIL TEAR SHEET AND BILL. YOU GET CHECK PROMPTLY. MATS FREE 


September |, 1958 





Vo mattet how you tgure- 
/t Ml ade Ub 10 PhE SAME HIG 














AIR 


SHOES FOR CHILDREN 


ARE TOPS for 


building customer satisfaction 
Talo Mm el aohiie-lol(-maa-sel-¥-Lam-t- 11-3 


E 
Ces 


wmieiwO\ EBY SHOE CORPORATION ¢ EPHRATA, PENNSYLVANIA 


PARENTS) New York Sales Office: 463 Marbridge Bidg. 
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Another famous name now has 


4 


This new and knowing Buck Casual Shoe is sparking new busi- 
ness wherever shown. So is the meaty Glove Leather Slipper. 
Both are from a line of 20 styles—all by BERMUDA CASUALS, 
Inc., Paterson, N. J.—and all cushioned with ArrFoor, heel to toe. 


AIRFOOT is the world’s first and foremost foam-rubber cushion- 
ing designed specifically for footwear—AND, from manufacturer 
to retailer to wearer, has never let anyone down! Spore Shee 
No. 91 

OTHER IMPORTANT AIRFOOT ADVANTAGES: 
LIGHTER-FOR-DENSITY — yet thinnest layer stands up! 
CONTROLLED AERATION—“breathes” without forming weak spots. 
UNVARYING SUPPORT — instant comeback for life of shoe! Greater density and superior comeback 
PROVED QUALITY -— years in development, years in use. 


ratio aliow thinner AIRFOOT insole 


applications Full « 
NOTE TO SHOE MANUFACTURERS: For samples and applica- 


tion information, contact: Goodyear, Foam Products Division, Akron 
16, Ohio. 


omfort without bulk 


Airfoot—T.M.1 


The Goodyear Tire & Rubber Company, Akron, Ohio 


, gem MADE ONLY BY 


OODZYEAR 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR! 
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How many ‘‘westerns’’ 
on television this fall? 





SEETHING 


Final tally is not in yet, pardner ... but your customers will be surrounded by 
more western network television than ever! All the ‘‘cowpokes"’ around the block will 
be really ‘shooting it out’’. And, alert dealers from Maine to Californy will help 

set a new all-time record for Acme Cowboy Boot sales! 


Acme is ready, and has been ready, with the most 
wonderful collection of boots in all its fabulous history! 


It almost reads like a script: Acme quality + depth of 
paeeiistiiadinel line + popular prices + advertising that keeps Acme 
cme Boots are KCN the world’s best loved boots! It makes for a mighty 


worn by stars and 


featured players of happy ending, as any Acme dealer can tell you! 
Warner Bros. tele 
vision and motion ‘ . . . te 

picture productions of Wz CZ) 


ACME BOOT COMPANY, INC. * CLARKSVILLE, TENNESSEE *° WORLD'S LARGEST BOOTMAKERS 


AaAtso MAKERS or WELLINGTONS, OUT-OF-DOORSB BOOTS, ENGINEER BOOTS AND PARADE MAJOR ETTES 
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DOES IT AGAIN! 


Never before has the fabulous Talon Shu-Lok closure 
been used so successfully so beautifully in 
women’s shoe fashions! This new Viner MOUSETRAP 
is smart, light, flexible . . . as a flat should be. Fits 
perfectly instantly adjustable! Feels wonderful 

snug and comfortable! Looks grand real fashion 
appeal! A sure best seller for the season, and IN-STOCK 
right now! Order early for top profits all through 


the season! 


Purr... 


IT OPENS! 


Ue 
fa 
a 


IN-STOCK 
5 WAYS 
RIGHT NOW! 


1984 Black suede, black smooth saddle 

1985 White elk, black smooth saddle 

1986 Redwood brown suede, brown 
smooth saddle 


1987 Grey suede, black smooth saddl« 


SNAP N 1988 All-over Dirty Buck 


7 \T CLOSES! SIZES AND WIDTHS 

= , AA 5-10 
ee 
B 4-10 


PRICE......$4.60 


Why wait? You can't make money 
till you've got 'em on your shelves 
Order today! 


VINER BROS., INC. =F-Talefol ma rial 


Shoe Craftsmen Since 1905 





famous 

















CORDUROY 


JUMBO RIB 





solemark can make the sale 


N-CREPE 
A merteait Soft Hy 





When your shoe and your competitors’ look alike, 
a trusted name on the sole can make the difference . . . can make 
the sale. Cush-N-Crepe — America’s original cellular sole’ 
guarantees not only buoyant comfort, bonus wear and colorful, 
unique-pattern styling .. . but it is your customer’s 
familiar clue to the quality of the shoe he buys. 


Everyone knows that Cush-N-Crepe is. . . 


You’re wise to mention Cush-N-Crepe by name when you advertise 
KNURLED shoes that bear this quality sole . . . because your shoe is respected almost as 
much for this famous name as it is for your own. 
CusH-N-CrePe is the only nationally advertised cellular sole 
“Reg. U. S. Pat. OF. 
Manufacturer of for 48 years 


AVON SOLE COMPANY -: Avon, Massachusetts 





MAKING MEN’S CEMENTS? 


There’s a lot of talk about sole attaching 
cements for making men’s cement shoes... 
questions about materials, edges, bond strength, 
drying times, pressures, pull tests, etc. . . . ques- 
tions that have already been answered in fac- 
tories using SUPERGRIP #463 and #464. This 
proven SUPERGRIP combination is now being 
used by leading manufacturers making men’s 
cement shoes every day. 

Set up a date. Arrange for an in-factory trial 
... prove to yourself that SUPERGRIP #463 and 
‘464 is your best answer for men’s cement work. 

When so much depends on so little — depend 
on SUPERGRIP cements. 





If you’re making men’s cements with 
synthetic rubber outsoles . . . ask your 
United representative to set up a trial date 
with SUPERGRIP cements. 











SUPERGRIP Sole Attaching Cements are products 
of B B CHEMICAL COMPANY 


Distributed by: 


SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





==. low cost way 


; to package shoes... 


CARRY-PACK 


HANDLES 


What an elegant way to save money! 
You get a fashionable package whether 

you use box, bag or wrap. Carry Pack is fast 
and easy to use; eliminates expensive 
custom boxes and messy string. Available 

in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


- CARRY «PACK COMPANY, LTD. 
RRY - PACK. §f secniter ran ininci 
— B aoe mage gua Paper Products 
SCHILLER PARK, ILLINOIS po cegalal 
© Send free, 10 day trial in . color. 


© Send literature and samples. 


Dispensers loaned free! No obligation, of course. 





Name. 
Carry+ Pack handles are strong! sienna 
Address. er 





BSR 98 
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Style No. 8604 


Style No. 8560 


OMFORT 


Style? There are two ways to look at it... 
style your customers look for, and style 
you can sell profitably. 


Comfort? Only one way to look at that... 
your customers demand it! You get both style 
and comfort in Johnsonian Guide-Steps. 


The famous Guide-Step principle of shoe 
design, based on hundreds of thousands of 
foot measurements, makes such comfort 
possible. Skilled Endicott Johnson designers 
create up-to-the-minute styling . . . a selling 
combination that’s hard to beat. 


And note this: Johnsonian Guide-Steps are 
priced to retail profitably at $9.95 to $13.95 


eJolmgonian 


GUIDE-STEPS 


ENDICOTT JOHNSON 


...A Famous Family 
Name in Shoes 
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What's Wrong? 


ALPH HEAD, vice-president and director of mar- 
keting, Batten, Barton, Durstine and Osborn, Inc., 
recently talked before the Fifth Annual Merchan- 

dising Clinic of the National Shoe Manufacturers Asso- 

ciation, Inc. His subject was the incendiary and cer- 

tainly embracive topic “What’s wrong with the Shoe 
on 


Business?” This subject has become perennial in shoe 


business and it always provides an opportunity for a 


speaker to pull out all the stops and really let his audience 
have it. 

As such talks go, Mr. Head’s remarks were not too 
startling. They repeated many of the classic criticisms 
of the advertising techniques and merchandising prac- 
tices of the industry. But this time the talk was docu- 
mented with evidence, questionnaires in which some two 
hundred BBD&O employees indicated the name of the 
brand of shoes which “comes to mind first” and guessed 


the identity of the largest shoe company. 


Disturbing Answers to Questionnaires 


The answers to the questionnaire demonstrated that 
recognition of brand names of shoes by consumers is 
very much on the foggy side. Few had even the faintest 
idea which was the largest shoe manufacturer. 

Far more interesting and disturbing are the answers 
to a third question which read “if recently you have had 
a good or bad experience when buying shoes, won’t you 
please tell us about it?” 

If the opinions expressed in the answers to this “tell 
all” question are typical of the views held by the aver- 
age consumer, you can be thankful when a customer does 
come back and faces you with his complaint. Annoying 
though he may be at the time, apparently he is one of 
the very few who take the trouble to return and speak 
his piece. Too many, it seems, stay away and remain 
silent and resentful. 

Research people warn against drawing conclusions from 
a sample which is limited or too isolated. The respondents 
to this questionnaire were employees of BBD&O one of 
our largest advertising agencies with offices in 15 cities 
throughout the country. It may be assumed that the men 
and women who were interrogated are in fairly high wage 
brackets, of more than average intelligence and of rather 
sophisticated buying habits; in composite, well above the 
average consumer, 

Their response indicates that, generally, they have a 
very low opinion of the quality and value of the shoes 
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you sell and think even less of the way in which you 
treat them in your store. 

Some of these opinions appear elsewhere in this issue 
in the article, “Were Your Ears Burning?” More will 
appear in Boot aNp SHoe RecorDER during the next 
few months. 

The tenor of the comments contained in the answers 
to questionnaire indicate real dissatisfaction with shoes 
and shoe selling personnel. Even more significantly they 
challenge several concepts which have come to be regarded 
as dogma in shoe business. 

lor example, we have been hearing considerable talk 
in recent years to the effect that we are making shoes 
too well and that they last too long. Apparently the con- 
sumer does not agree. Many of the respondents to the 
questionnaire, both men and women, complain of the 
wearing qualities of shoes. Some of the women say that 
even style shoes should give better service. 

General dissatisfaction was expressed with thin heels. 
Breakage and the pulling off of toplifts, they felt, was 
unnecessarily high and little satisfaction is obtained, 
many of the respondents say, when returns are made to 
the store. 

Shoe retailing has always been considered essentially 
service selling. We have stressed the importance of fit in 
our advertising and promotion for years. Answers to the 
questionnaire, however, show that we have not gotten the 
idea across to the consumer. A large percentage of those 
answering the questionnaires felt that they were being 
consistently misfitted and attributed the errors to negli- 
gence and the fact that the styles they wanted are not 
carried in sufficient depth. Salesmen, they say, are not 
conscientious enough to refuse to sell customers shoes 
which they know will not fit. 

The answers reveal wide-spread lack of understanding 
of the economics of the style shoe business as we know 
They 


consumers, 


them. demonstrate too great confusion among 


even on such elementary matters as defini- 


tions of lasts and patterns. For example, one woman 
customer complains of a lack of standards in sizes and 
lasts and is distressed because an 814A in one style will 
fit. while another style in the same size hurts. “Why,” 
asks one lady “should a store carry a style which will not 
fit satisfactorily. Why will they promote a style unless 
they are prepared to fit everyone who wants to buy it?” 


[CONTINUED ON PAGE 54] 
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Naugatuck PARACRIL 0ZO 


THE OIL-RESISTANT NITRILE RUBBER 





Beats the hide off other sole materials 


NAUGATUCK RESEARCH has just developed a 
way of compounding PARACRIL rubber with other 
inexpensive ingredients to produce a better-than- 
ever shoe sole material that: 

has up to 4 times the abrasion resistance” 

has up to 3 times the flex life* 

has superior ozone resistance 

has excellent low-temperature flexibility 

retains light color indefinitely 


is water-, oil- and fuel-resistant 


The secret of this development—which also opens 
the door to more durable wire jacketing, hose 
jacketing and rubber conveyor belting covers —is 
available to Naugatuck customers from our syn- 
thetic rubber and rubber chemicals technical 
representatives. 

To get the jump on your competition in any of 
these fields, phone or wire for our representative 
to call! 


—of present high-grade, oil-resistant shoe sole materials, based 
on Bur. of Standards abrasion and Ross flexing values. 


Naugatuck Chemical 





Division of United States Rubber Company na 





947P Elm Street 
ugatuck, Connecticut 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - latices - CANADA: Naugatuck Chemicals Division. Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport. N.Y. 
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Salesman’s Creed 


RISTOL B BOARD | 





BRISTOL 
CASUALS 


GLOVE FIT, TOO! 





Recently we quoted the “Ten Commandments 
for Management” . a decalogue for those 
people engaged in responsible leadership. 
Now, we follow up with the “Professional 
Salesman’s Creed” as developed by the Re- 
search Institute of America, Inc. Its a good 
thing to keep handy, particularly for those try- 
ing days when “all effort seems futile.” A fast 
re-reading of this creed will restore your pride, 
keep you on your mettle and brighten your 
outlook: 


Professional Salesman’s Creed 


I sell because selling is my livelihood and 
my way of life as well. 


“As a professional, I will devote my knowl- 
edge and skill to the service of others, to the 
satisfaction of their personal and material 
needs. 


“IT recognize my obligation to grow, to seek 

out new experiences, to welcome new ideas. 

to experiment with new methods and tech- 

niques, and to deepen my understanding of 

the human mind. 

“IT am confident in my knowledge of the 

value of what I sell. 

“My belief in myself is the source of others’ 

belief in me. 

“T am proud to be a member of a profession 

in which my success depends on my initiative 
in which my greatest reward is my associa- 

tion with others. 

-“T realize fully that the standards of my pro- 

fession rise continually and [| exult in my 

hard-won ability to live yi to its ideals.” 


Publisher 
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cU ston Ver GRADE 


Select line of Casuals and 
Sports shoes for men 
in the October 
SILVER ANNIVERSARY ISSUE 
on stands Sept. 19 
5 million readers will see the 
Bristol Glove Light story... 
men’s shoes fashioned 
for the trend to modern, 
take-it-easy living. 

FREE MERCHANDISING... 
Esquire Counter Card 
Newspaper mat ad 

(2 col. x 150 lines) 


Vaisey-Bristol Shoe Co. 
Monett, Mo. 
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These brands are 
p August, September 


La pu! ly, Ble Billiken 


2 y, a8 “SHOES 


3 coon WEAR 
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PARENTS’ MAGAZINE reaches 1,775,000 tamilies 
with over 4,000,000 growing children—the biggest 
concentrated children’s shoe market in America! 


s tieing in wit Ries oF AMERICA’S promotion 
US 


Brand 


LEATHER IND 
in the September 'S 


SIMPLEX (lonorict 
JSumors 


“Flexi es 


sue of PA 


FoR YOUNG FEET 


Pro-tek TV 
child Life FIVE STAR... 


Poy 4 sHOES 


FLEET--AIK 


PARENTS’ Seal... 
to retailers, an outstanding sales-builder; 


to millions of mothers, the symbol of an outstanding buy! 
' v, MAGAZINE . 
Voy ee 


v. Y., Chicago * Atlanta « Boston ¢ Detroit * Los Angeles * San Francisco 
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a one-strap pump with stiletto toe and 


in HUBSCHMAN’S CALF 


the “Envoy”. me 
rhinestone buckle accent... 


+3344 Tartan Green... also in #572 Town Brown...and Black . 
by Clark Shoe Company, Auburn, Maine 


E.Hubschman © Sons, Inc., Philadelphia 23 Fashion Office: Empire State Building, New York 1 
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45.2 Million Pairs Produced 
In July, 2% Below Last Year 


WASHINGTON — July footwear 
production totaled 45.2 million pairs, 
the U. S. Census Bureau has cal- 
culated. The figure is 2 per cent 
below the 46 million pairs produced 
in July, 1957, and slightly below the 
45.4 million pairs of June, 1958. 

Men’s dress and play shoe produc- 
tion of 5.4 million pairs in July, 
1958, was 5 per cent below the level 
of 5.6 million pairs for July, 1957, 
and 11 per cent lower than the 6 
million pairs produced in June, 1958. 
Women’s dress and work shoe pro- 
duction of 14.8 million pairs in July, 
1958, represents a decrease of 4 per 
cent from the 15.5 million pairs for 
July, 1957, and an increase of 13 
per cent over the 13.2 million pairs 
made in June, 1958. 

The output of all other footwear 
in July, 1958, was slightly higher 
than July, 1957, and 4 per cent less 
than in June, 1958. 

The National Shoe Manufacturers 
Association has predicted that Au- 
gust output will be about 50.4 mil- 
lion pairs—8.3 per cent under last 
year’s 54,968,000 pairs. 


NSRA Women’s Style Group 
To Evaluate °59 Fashions 


NEW YORK — To and 
evaluate the fashion picture for next 
spring and summer, the Women’s 
Shoe Style Committee of the Na- 
tional Shoe Retailers Association 
will meet September 4 at the Plaza 
Hotel here. The committee is com- 
posed of equal numbers of repre- 
sentative retailers and manufactur- 
ers. 

Chairmen for the meeting are: 
Marcus Rice, Famous-Barr Com- 
pany, St. Louis, presiding; Ralph H. 
Stollmack, Carlisle Shoe Company, 
New York, general trends; Alfred 
Wexner, Wexner Brothers, Mem- 
phis, Tenn., silhouette and pattern; 
Paul E. Johansen, Valley Shoe Cor- 
poration, St. Louis, color and mater- 
ial; Sid Berk, Sid Berk, Inc., New 
York, low heel fashion shoes, and 
Jerome Potashnick, Joyce, Inc., Cin- 
cinnati, O., women’s wedge casual 
and sport shoes. 

Maxine Firestone has been named 

the new representative for I. 
Miller & Sons, Inc., New York, on 
the NSRA’s women’s committee. 


discuss 
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Brown Trial to Resume October 13 


Retailers, Manufacturers Testify for U. 8. in Anti-Trust Action; 


Suit Contends Merger with G. R. Kinney May Lessen Competition 


by VIRGINIA MARSHALL 


ST. LOUIS—After three full 
weeks of testimony in August dur- 
ing which the Government called up 
more than 30 witnesses, the federal 
anti-trust suit against Brown Shoe 
Company went into recess until 
Monday, October 13. 

Heard in Judge Randolph H. 
Weber’s United States District 
Court, the trial seeks to prevent a 
final merger of Brown Shoe Com- 
pany with the G. R. Kinney Com- 
pany, Ine. The suit is being brought 
under the Clayton Anti-Trust Act, 
which is intended to prevent lessen- 
ing of competition. 

Representatives of both retail and 
manufacturing were called as Gov- 
ernment witnesses. 

Summary of the reams of relevant 
information offered finds manufac- 
turers testifying that they have not 
been able to sell to Brown since 
Brown absorbed Wohl; that they 
have had “difficulty finding markets 
for shoes produced because retail 
outlets are becoming affiliated with 
manufacturing firms”; that the “ac- 
quisition of shoe outlets by large 
manufacturers is against the best 
interests of small independent man- 
ufacturers,” and that these manufac- 
turers have suffered loss of sales as 
the result. 


Independents’ Future ‘Poor 


It was testified that small in- 
dependent manufacturers are in no 
position to warehouse shoes for 
chains and drop shipments as re- 
quired; small manufacturers cannot 
finance inventory for the chains. In 
general, the future of the indepen- 
dent shoe manufacturer was de- 
scribed as “poor” by the small man- 
ufacturers tesifying. They have no 
assured outlets; they cannot produce 
in off-seasons on the chance of sell- 
ing the pairs at a later date. 

Cross-questioning by Brown at- 
torneys sought to refute these argu- 
ments, Evidence was offered to show 
that the manufacturing firms in 
question had increased substantially 


in net worth over the past 10 years, 
and that their volume of business 
had increased substantially. 

Two in Section 7 of the 
Clayton Act appear slated for inter- 
pretative importance. That provision 
any in 
commerce from acquiring the capital 
stock of any other corporation also 
engaged in commerce “where in any 


words 


bars corporation engaged 


line of commerce in any section of 
the country, the effect of such acqui- 
sition may be substantially to lessen 
competition, or to tend to create a 
monopoly.” 


Conflict on Emphasis 


The Government contends that 
the word “may” rules the meaning. 


Brown stresses the word “substan- 
tially,” saying that not merely the 
lessening of any competition is in- 
tended by the Clayton Act. 

More than 40 exhibits were intro- 
duced early in the trial. These were 
intended to give sales records, busi- 
ness volume, and shoe type classifi- 
cations. Approximately 70 witnesses 
are expected to be heard before the 
termination of testimony. 

Brown, through its attorney, 
Arthur H. Dean of New York City, 
bases its case on three major points: 
First, that the acquisition of Kinney 
by Brown will not have the effect of 
substantially lessening competition 
in any area of effective competition 
in which Brown and Kinney sell. 

Second, that the acquisition will 
not have the effect of substantially 
lessening competition in the area of 
effective competition which includes 
Kinney as a shoe purchaser. 

And third, that the acquisition of 
Kinney by Brown will strengthen 
both firms as well as competition in 
the shoe industry generally. 

James J. Coyle of Washington, 
D. C., attorney for the Anti-Trust 
Division of the Department of Jus 
tice, told the court in an opening 
statement that sale of the 
firm to Brown would lessen competi- 
tion and create a monopoly. He said 
Brown is the third-place company in 

| CONTINUED ON NEXT PAGE|} 
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the nation in dollar volume and Kin- 
ney is in ninth place. A merger, he 
added, would place Brown in second 
position. That multi-unit 
firms represented nearly 40 per cent 
of the total of all shoe sales in 1957, 
is considered especially significant 
by Government attorneys. 

If the Brown-Kinney merger is 
iealized, Mr. Coyle said, independent 
retailers would have less opportunity 
to compete with Brown outlets. The 
merger not only eliminate 
competition between Brown and 
Kinney in production and distribu- 
tion of but would also give 
Brown a competitive advantage as a 
manufacturer, distributor and seller 

advancing the firm to the detri- 
ment of its competitors. 

Conversely, Brown’s attorney con- 
tended that the two companies, 
Brown and Kinney, have never been 
in competition, since Brown’s lowest 
price line is higher than Kinney’s 
highest prices in all He 
pointed out that the principal busi- 
the two firms is different. 
Brown is a manufacturer, he de- 
clared, Kinney a retailer. The com- 
panies distinctly different 
markets. Their shoe price differences 
“flow from quality differences.” They 
manufacture and retail for a differ- 
ent class of customer. 

Most of Brown’s production, it 
was contended, is of nationally ad- 
ertised branded shoes sold mainly to 
independent retailers, whereas most 
of Kinney’s shoes are sold through 
the company’s own retail outlets di- 
rectly to the consumer. The shoes 
brown manufactures as well as the 
shoes sold at retail by its subsidi- 
Wohl and Regal, are sold 
by different merchandising methods 
than the shoes manufactured and 
sold by Kinney. 

“Wohl,” the trial memorandum 
states, “sells shoes principally in 
leased shoe departments in depart- 
ment Regal sells prin- 
cipally men’s medium priced shoes 
in the price range of $8.95-$14.95 
retail 
its 


sales by 


would 


shoes 


classes. 


ness of 


sell in 


aries, 


stores .. 


shoe stores 
family 


in its own 


Kinney sells shoes in 


shoe stores.” 
Brown argues that the structure 
of the shoe industry assures the 


22 


maintenance of vigorous compe- 
tition. 

The Brown defense adds that 
although the shoe industry is an 
ancient one, it is dynamic; the de- 
mand for industry products has 
grown rapidly with the growth in 
population; there have been great 
changes in the type of shoes in de- 
mand; this has placed a high pre- 
mium on flexibility and adaptability. 

These qualities, Brown contends, 
are not in the sole possession of 
large firms. Because of the broad 
range of consumer demand, the 
highly specialized firm is well able 
to compete with the diversified 
company. 


New England Council to Cite 
Shoe and Leather Industry 

BOSTON—New England’s_ shoe 
und leather industry will be saluted 
by The New England Council, re- 
gional business association, at the 
group’s 132nd quarterly meeting, 
September 11-12 at York Harbor, 
Me. 

Speaking on the second day of the 
session will be Robert C. Erb, pres- 
ident of Melville Shoe Corporation, 
New York; Wallace J. McGrath, 
president of both the New England 
Shoe and Leather Association and 
the John E. Lucey Company, Inc., 
Bridgewater, Mass., men’s shoe man- 
ufacturer, and President Joseph 
Kaplan of Colonial Tanning Com- 
pany, Boston. Robert N. Bass, direc- 
tor of G. H, Bass & Company, 
Wilton, Me., shoe manufacturer, will 
preside. 


Japan Registers Ripple Sole; 
11th Country to Grant Rights 


DETROIT—The Japanese Govern- 
ment has granted a registration for 
the trademark Ripple Sole. Accord- 
ing to Morton Hack, executive vice- 
president of the Ripple Sole Corpor- 
ution, Detroit, the rights will extend 
for 20 years. 

Japan is the 11th nation to grant 
rights to the product developed by 
Nathan Hack, 74-year-old retired 
Detroit orthopedic shoe retailer. In 
the U. S. the Ripple Sole is made 
exclusively by Beebe Rubber Com- 
pany, Nashua, N. H. 


Mother of 15 Winner 


In Wardrobe Contest 


NEW YORK—A mother of 15 
children is the grand prize winner 
in the nationwide American Family 
Shoe Wardrobe contest, the National 
Shoe Institute has announced. Her 
prize: a one-week New York City 
vacation and a complete shoe ward- 
robe for herself and her whole 
family. 

But Mrs. Austin McGowan and 
her 10 girls and five boys won’t be 
far from home while on vacation. 
They live on Staten Island, just a 
five-cent ferry ride from Manhattan. 
Although the contest offered a free 
vacation anywhere in the U. S., the 
McGowans chose New York, the 
NSI reported. 

The competition, held in connec- 
tion with a pre-Easter national 
promotion, required contestants to 
write a slogan telling why a ward- 
robe of shoes was a sensible idea 
for up-to-date American families. 
According to the Shoe Institute, 
there were 20,183 entries. The win- 
ning slogan was: “Better your 
iamily’s standing with fashionable 
shoes.” 

All of the entrants picked up their 
entry blanks by visiting local retail- 
ers. Forty-nine runner-up prizes 
were awarded, in each case a shoe 
wardrobe for the winner and his 
family. 


Committee Chairmen Named 
For NSF Fashion Forecast 


NEW YORK—Committee chair- 
men who will assist with the shoe 
style fashion forecast show at this 
year’s National Shoe Fair in Chi- 
cago, have been announced. 

Mrs. Billie Howard, president of 
Shoe Women Executives, Inc., said 
the group will include: Mary Mac- 
kenzie, of Brevitt-American, finance; 
Kay Davidge, Andrew Geller, pub- 
licity; Marion Marsh, Partners in 
Fashion, women’s fashion commit- 
tee; Mary Knox, Knox-Clark, men’s 
fashion committee; Eileen Reidy, 
Good Housekeeping, children’s fash- 
ion committee; and Marianne Tater, 
Oomphies, slippers, as well as Mrs. 
Howard, steering committee. 

Other assignments will be 
nounced later. 

The fashion show luncheon will be 
held Monday, October 27. 


an- 
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Armored Car Delivers $4000 
Jeweled Shoes in Toronto 

TORONTO, ONT. — A Brink’s 
armored car delivered a pair of 
satin shoes last month to the offi- 
cial opening of a shoe salon on 
Bloor Street, Toronto’s ‘Fashion 
Mile.” The driver, more accustomed 
to handling large sums of money, 
handed a black velvet shoe box to 
Antonio J. Amodeo, proprietor of 
Antonio’s Bootery, at his new Vene- 
iian Room. 

Hailed as the rarest pair in the 
world, the shoes are valued at 
$4000. Fashioned in sapphire blue 
satin, the pointed-toe, stiletto-heel, 
urch-strap pumps are trimmed with 
diamonds, blue sapphires and cul- 
tured pearls in palladium setting. 
They were designed by Mr. Amodeo 
and hand-made by Golden Pheasant 
of Montreal. The jewels are de- 
signed so that they can be removed 
from the shoes and worn as ear- 
rings and stick pin. 

The gem-trimmed shoes were in- 
troduced at the finale of a fashion 
show marking the opening of the 
Bloor St. store. 

What’s to become of the costly 
pair? Mr. Amodeo said he will do- 
nate them to a local charity for 
fund-raising use. 


Application Blanks Go Out 
For Popular Price Show 

NEW YORK—In preparation for 
the next Popular Price Shoe Show 
of America, November 30-December 
4, application blanks have been 
mailed to companies in the footwear 
and related fields which failed to ex- 
hibit at the May showing. 

Edward Atkins and Maxwell Field, 
of the show management, said 
August 22 ended a two-week option 
period for space reservations by ex- 
hibitors of the previous show. 

The show will again be housed in 
the New York Trade Show Building 
and the Hotels New Yorker and 
Sheraton-McAlpin. The Trade Show 
Building is planning an extensive 
program to build traffic, with a num- 
ber of awards for buyers who regis- 
ter. 

Sponsors of the semi-annual show 
are the New England Shoe and 
Leather Association and the Na- 
tional Association of Shoe Chain 
Stores. 
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Business Reported Fair at Midwest Show 


By BERNICE DECKER 

CHICAGO—“Fair” was the gen- 
eral evaiuation of business at the 
Fall Shoe Market held by the Mid 
west Shoe Travelers August 10 to 
13; 

The trend of the show pointed up 
several current problems. Practical- 
ly all retailers were late in placing 
fall orders. Many had received only 
a few of these shoes, with deliver- 
ies running from two to three weeks 
behind. They had had little oppor- 
tunity to sell early fall shoes. Thus, 
most of them were not much inclined 
to place fill-ins or re-orders. On the 
other hand, their current stocks of 
dark and fall were 
they were in need of merchandise, 
but in no position to make 
sizable commitments. 

There was considerable interest in 
new and different shoes, and in ex- 
treme styles in women’s shoes. 
There was some activity in alligator 
calf, and in metallic leathers such as 
black patent and bronze. New styles 
with unusual decorations and treat- 
ments on toes were well accepted as 
good shoes to spark fall promotions. 
Examples included calf shoes with 
rhinestones and other jewels on the 
toes and a black patent with tiny 
brass mudguard around the tip of 
the toe and matching heel lift. In- 
terest continues in little heels on 
style shoes. T-straps and_ instep 
straps are in demand on either high 
or low heels, and T-straps 
favored on teenage flats. 

The sports shoe field appeared to 
be holding up better than other 
segments, with interest in new 
adaptations of the 
with ribbed and other novelty soles. 

Despite the problems of deliveries, 
selling trends at this show followed 
normal seasonal patterns. This is 
a logical time for evening 
orders, and some rather good busi- 
ness was written. Vinyls showed * 
continued strength with some new 
interest evident in 
caded, and figured fabrics. 

Orders for house 
somewhat better than 
Slippers had a bad season last year 
at the retail level. However, they 
are expected to make a good showing 
this year due to the strength of soft 


shoes low, so 


any 


are 


classic saddle 


shoe 


printed, bro- 


slippers were 


expected. 


goods in the current retail economy. 
Here 
later than usual and accompanied by 


too, buys are considerably 


pressure for deliveries. Basic type 
than 
There was a return to emphasis in 


were more active novelties. 
across the board buying of leathers 
in solids and scuffs and in corduroy, 
with less interest in satin. 
Retailers followed their 
normal seasonal pattern in placing 
for canvas There 
Was good reaction to the extremely 
styled up treatments and range of 
colors in women’s new styles. 
There 
business in 


also 


orders casuals. 


Was only a minimum of 
men’s and children’s 
shoes. Men’s shoe commitments were 
concluded at the last show in May. 
Retailers were currently concen- 
trating on the selling of school shoes 
in their and 
make second buys. 


stores not ready to 


New England Output Drops 
3%,. Less Than Rest of U. S. 
BOSTON —Although U. S. 
production declined 5 per cent in 
the first half of this year, in com- 
parison with 1957, England 
factories’ share of this output was 


shoe 


New 
down only 3 per cent. 

These statistics were cited by the 
New England Shoe and Leather As 
which 
region 


sociation, said factories in 
that 97,575,000 
pairs of all types of footwear in the 
first six months of this year. Mean- 
while, shoe output outside New En- 
gland 
comparison with ’57 figures. 
The NESLA New 
continues as the nation’s No. 1 shoe 


produced 


declined by 6 per cent in 


said Hngland 


producing area, still accounting for 
a third of U.S. output. 


National Shoes Opens 149th 
EMERSON, N. J.—The National 

marked the opening 

of a modern new store in a shop 


Shoes chain 
ping center here by staging a four 
day gift festival. To visiting young- 
sters, lollypops and balloons were 
the 
Managing the 8600 
Richard 


distributed free as part of 


array of gifts. 
square-foot unit will be 
Porzl, promoted from assistant man 
outlet 


ager of a Bloomfield, N. J., 


The store is National’s 149th 
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Industry Effort for Children’s Shoes: 
NSRA Unit Recommends Color Promotion 


NEW YORK-— A pale whitened 
beige shade called “Vanilla Ice” will 
be the focus of an industry-wide 
color promotion for spring-summer 
’59 children’s footwear, under rec- 
ommendations of a National Shoe 
Retailers Association committee. 

At a New York meeting last 
month, members of the Children’s 
Shoe Style Committee agreed the 
time was ripe for such a promotion. 
dust as in the men’s and women’s 
fields, the group felt, promotional 
targets backed by tanner-manufac- 
turer-retailer can do 
much to emphasize the fashion ele- 
children’s shoes and in- 
crease sales acceptance. 

The 30 manufacturers and retail- 
who make the committee 
Vanilla Ice as a “saleable 
and fashionable complement to the 
wide variety of color in children’s 
apparel.” The shade, they pointed 
prominent in all leather 


cooperation 


ments in 


ers 


up 


( hose 


out, is 

lines. 
To make the color an industry- 

the NSRA unit 


wide success, 


urged : 


© All children’s manufacturers 
should present shoes in Vanilla Ice 
in their spring lines for pre-Easter 
promotion. 

® Manufacturers and retailers 
should make a particular effort to 
display shoes of Vanilla Ice against 
a background of either apparel fab- 
rics or apparel that highlights the 
season’s fashion colors, and thus 
illustrate Vanilla Ice’s “perfect 
adaptability.” Fashion colors men- 
tioned were the mauvey pinks, the 
garden greens, the sunny yellows 
and oranges, the neutral beiges and 
whites. 

® During major industry market 
weeks, Vanilla Ice should have spe- 
cial display space in each show- 
room with placards and promo- 
tional material. 

® Cooperation of all industry 
groups plus allied groups such as 
the Handbag Association and the 
Glove Association should be so- 
licited. 

According to the committee and 
its fashion advisor, Beryl Tucker of 
Parents’ Magazine, Vanilla Ice offers 


Sharing in the planning for industry-wide color promotion were officers of the 
National Shoe Retailers Association, chairmen of its Children's Shoe Style Com- 


mittee, and their fashion adviser. 


From left: David S. Hirschler, NSRA treasurer; 


Edward J. McDonald, NSRA executive vice-president; Beryl Tucker, fashion editor 

of Parents’ Magazine; Clarence B. Queen, chairman, boys’ shoes; J. B. Reinhart, 

chairman, girls' dress shoes: Edward A. Quigley, girls’ school and play shoes, and 
B. D. Abney, presiding chairman. 


the industry wide promotional op- 
portunities because it is available 
in all textures and finishes; it is 
attractive alone and in combina- 
tions (as with white, black patent, 
orange and other bright, clear col- 
ors, or metallic touches); and it 
lends itself to “appealing and col- 
orful linings of either fabric or 
leather.” 


Thom McAn Scholarships 
Win Praise on Senate Floor 


WASHINGTON—A tribute to the 
Thom McAn Shoe Company was 
voiced on the floor of the Senate 
in the last days of the 85th Con- 
gress. 

It was delivered by Sen. Hubert 
H. Humphrey (D., Minn.) during 
debate on the controversial na- 
tional defense education bill. Col- 
lege scholarships, pegged at $1000 
under the original bill, were slashed 
to $250 by an amendment. The cut 
triggered Sen. Humphrey into the 
statement: 

“Are Senators to say that a stu- 
dent who is able to meet the re- 
quirements which will be estab- 
lished under legislation for a na- 
tional scholarship will be given the 
paltry sum of $250? 

“There are shoe companies in the 
United States which provide larger 
scholarships than that. I pay trib- 
ute to the McAn Shoe Company, 
which gives scholarships of $1000 
each to students, and in some in- 
stances more.” 

The senator added that under 
the amendment this country pro- 
poses scholarships at “bargain- 
counter, discount-house, back-alley 
prices at $250 each.” 


Tanners’ Council Meeting 
Set for Chicago, Oct. 22-24 
NEW YORK—The Tanners’ 
Council of America announced 
plans for its 42d Annual Meeting, 
to be held October 22-24 at the 
Edgewater Beach Hotel, Chicago. 
“Subjects of vital interest to tan- 
ners and their suppliers, ranging 
from raw stock improvement to 
consumer motivation, will be dis- 
cussed,” said Leif C. Kronen, sec- 
retary of the council. The annual 
reception and dinner for members 
and guests from allied trades will 
be held Thursday evening, Octo- 
ber 23. 
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THE NEWEST OF THE 


~-CRAFTED WITH A FLAIR 


IN LAWRENCE DEVON CALF 


Rhythm Step inewrpliiee the. new 
instep strap with a brush cut 
vamp piece for good. measure 2 
and sleek fashion. 


It owes its polished good looks 

to Lawrence Devon Calf. 

Designers enjoy the freedom of this 
smooth versatile calfskin... women 
enjoy the new depth of beauty 
Lawrence Devon Calf imparts to 
shoe fashions in any color. 

A. C. Lawrence Leather Co.,a 
division of Swift & Company (Inc.), 
Peabody, Massachusetts. 


rence 


CALPFSERK 
THE BETTER PART OF BETTER SHOES 
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“Styles 
featuring 


the 
‘Talon Shu-Lok Fastener 


...volume sellers!” 


says Mr. John Gifford, Vice President 
W. L. Douglas Shoe Company 
Nashville, Tenn. 


The greatest shoe 
improvement in years 
“There’s no question about it—the Talon Shu-Lok fastener is a genuine shoe improve- 
ment. An improvement in fit... in comfort .. . in convenience, and in styling. Natu- 
rally, features like these appeal to customers. That’s why our men’s and young 
men’s shoes with the Talon Shu-Lok fastener are volume sellers. 


Just flip to open 
© els 
» 


“There’s another important fact about this new closure. It’s versatile—suitable for 








many, many shoe styles 


snap to close ‘ . . . . 
“From the first, we supported our sales with promotion and display. It paid off in iG) 


profits ... and in repeat sales.” 


Every day more and more shoe companies are selling more and more shoes with 








the Talon Shu-Lok fastener. How about you? fastener 





TALON, INC., SHU-LOK FASTENER DIVISION, MEADVILLE, PA. 
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@ The Reeession has put the skids under the post-war baby 
boom. This may or may not be a permanent trend. 


@ Congress gives President the power he wants 
to lower tariffs up to 20 per cent. He can 
still raise tariffs too. 








@ Business loans are getting cheaper and easier 
to get. The Small Business Administration 
has also changed some of its rules. 


Baker Reporting from WASHINGTON 





The recession of the past 18 months is going to cause a trough in the 
baby birth wave, a group of population experts predicts. 

The postwar baby boom has hit the skids, according to the Population 
Reference Bureau, undergoing the biggest dip since World War II. The reces- 
sion is to blame. 

The Bureau. a private organization, says it is too early to tell whether 
the present decline marks a lasting change in the postwar pattern of high 
birth rates and population growth. 

If the recession ends soon, births which have been “postponed” will be 
made up later, and there will be no particular impact on the long-range 
population picture, the Bureau says. But a further deepening of economic 
decline, or even a continuation of the recession, would usher the nation into a 
“new population phase,” it is predicted. 

Even if the recession were suddenly to end tomorrow, the number of new 
marriages and new babies would show the effects of unemployment for some 


time, the Bureau says. 


Congress, after a long and bitter fight. has given President Eisenhower 
the power he asked to make further reductions in tariffs. Reductions may run as 
high as 20 per cent over the next four years. 

While providing authority for up to 20 per cent in new tariff cuts, the 
lawmakers restricted the amount that can be cut for any single commodity in 
any 12-month period to 12 per cent. 

The extension of the Reciprocal Trade Agreement Act was only a yea) 
shorter than the President had originally asked. It continues the President's 
power to hike tariffs by as much as 50 per cent above the rate in effect on 
July 1, 1934, in order to protect domestic industries. 

Congress also tightened up provisions of the act under which industries 
damaged by foreign imports can seek relief. The so-called national security 
clause was amended to require the President to consider the economic welfare 
of a domestic industry, including substantial unemployment, as having an 
impact on national security. 

It also added a new provision permitting Congress by a two-thirds vote 
to override the President’s partial or complete disapproval of a U. S. Tarifi 
Commission recommendation for relief for a domestic industry under the 


escape Clauses, 


If you have been considering store expansion, modernization or inventory 
building, remember that loans are becoming cheaper and easier to get. 

Government financial experts say business credit has loosened up ma- 
terially in the past few weeks. 

Recent Federal Reserve Board actions lowered interest rates to banks and 


will mean lower interest rates to you. In addition, bank reserves have been 
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© improving business picture cheers Republi- 
eans but there are a number of other things 
for them to worry about. 


Report from 


© Military cut-rate post exchanges continue to 


, y ks. 
WASHINGTON (racine s5s0 minions year 





reduced by the board, which, coupled with high personal savings. means 
lenders have more funds available. 

The Small Business Administration has changed its rules to give banks 
participating in loans to small firms a higher percentage of the fees charged. 
This will make SBA participation loans, which often require less security than 
regular bank loans, more attractive to banks. 

If you've been delaying getting a necessary loan, consider making one 
in the next three months, Talk to your local banker now. If you can't arrange 
a loan at favorable terms from the bank, ask him to apply for an SBA loan 
for you. You should be preparing now for a business upturn in the fall. 


The improvements in the business picture cheer Republicans: they figure 
their election chances are greatly improved. 

Government barometers of business health have been edging up lately. 
and the outlook is for further improvement. 

In recent weeks, significant gains have been registered in steel, residential 
housing, total U. S. employment, retail sales, personal income, and total U.S 
industrial output (as measured by the Federal Reserve Board.) 

Fourth quarter activity should be even stronger, particularly if the 1959 
model automobiles (on the market in late September) capture the public - 
imagination and pocketbooks. 

Will this upturn in production, sales, and employment help Republican 
candidates in the November elections? Normally, the answer should be yes 
But there’s an undercurrent of fear in Republician circles that the tide is 
running against them. 

Recession, lack of a meaningful foreign policy. and Sherman Adams’ poor 
judgment are named as major stumbling blocks in the path to victory. 


The new military pay increases make the “need” for cut-rate military 
retail stores (post exchanges and base exchanges) a doubtful proposition. 
Up to now, Army and Air Force generals have demanded that they be allowed 
to operate the low-cost, low-price stores for soldiers and airmen on the ground- 
that military personnel couldn’t afford to buy in legitimate retail stores. 

But a whopping $576 million in pay increases has been approved | 
Congress and just recently put into effect among all ranks in the Army. Navy. 
and Air Force. 

The National Retail Merchants Association is pointing out that these 
fatter pay checks for soldiers and airmen are casting serious doubts on the 
“need” (if any) for government retail stores. “This should end the excuse 
that the PX competition with the retailer is a necessary ‘fringe benefit. ~ the 
NRMA says. 

“The Congress should now be asked to order the broad selections offered 
in the domestic exchanges cut back to items of ‘convenience and necessity’ 15 
which they were originally limited.” 

Meanwhile, the pro-military publication, “The Military Market.” says 
under the heading “PX Business Is Great” that Army and Air Force exchanges 
are now ringing up $830 million annually in sales. Sales continue to grow 
although the number of military personnel is decreasing. 

[ CONTINUED ON PAGE 65! 
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of more than 3,500,000 children 
are buying school 

shoes now. And now is the 
time to display Tingley 
Rubbers and Boots. After 

the Fall Rains come, 

mothers will rush out to 

Sell 


them in your store now! 


buy anywhere. 


Tingley Distributor 
He will give you 


There's a 


no near you. 
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they ask for Rain Dears. . 


AND HERE’S WHAT WILL 
HELP YOU SELL THEM 


RAIN DEARS SELF 
SERVICE DISPLAY UNITS 


Shown is the 6 dozen Display 
Unit . . sells from both sides. . 
with wheels, very mobile. An 
attractive, highly productive 
silent salesman! Displays large 
& colorful 2 sided sign. 


4 OTHER DISPLAY UNITS ALSO AVAILABLE . . 


ALL COMPLETELY ASSEMBLED, SHIPPED INTACT! e D. | 
Kan Cid. 


FAST, FAST DELIVERY! 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC 


__Lucky’s many FINEST PLASTIC RAINBOOTS 
shipping points guarantee 


the finest in efficient, 


right-now service! 
Clos @ Ay: © eo e Pe [om 








give them eeit Dewed 


SATIN .. 
the smooth, smart 


look of luscious 
satin fabric. 


FLORAL... 
beautifully feminine design, 


richly elegant. 


ALL MODELS IN BOTH CLEAR & SMOKE .. 
FULL RANGE OF SIZES . . LEFTS & RIGHTS 


BE A PRESTIGE WINNER 


give them 
what they ask for... 


Kuan Dewees 


. s 
The National Brand Rainboots 


fi 


LUCKY SALES CO., INC. 


LOS ANGELES 
941 EAST THIRD STREET 
MAdison 5-2531 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


Make capital of the 

enormous amount of advertising and 
promotion behind Rain Dears, and 
the great demand for them. . 


Both styles come in heel 
heights for every type of 
shoe, including the new 
Louis model for 
needletoe shoes. 


NEW YORK 
47 WEST 34TH STREET 
PEnnsylvania 6-5955 


CHICAGO 
2019 W. WALNUT STREET 
CHesapeake 3-3329 








quire Polishes 


ESQuireE 


“nol 


aT i a 
BOOT POLISH | 


(Ss =e 


2OWN i> 


ESQUIRE 


Seu 3) lano 
eo 


CHILOREN S 


ESQUIRE 


| Wax 





SHOES 


mC BRUSH 
ORES oneHT SELF SHINING 


LIQUID BOOT POLISH 


CONTAINS Lamouse 


Now... America’s finest shoe polish has been made even finer! 


ESQUIRE BOOT POLISH 


CONTAINS | 
AN 


. > 


Spreads on smoother — easier than ever! 


Shines up quicker than ever! 

Shines up brighter than ever! 
Moisturized to stay fresh to the very 
last shine! 


NO CHANGE IN THE PACKAGE — 
ONLY IN THE FORMULA 


We are going all out to promote this great ‘’new 
formula’ Esquire Boot Polish along with Esquire 
Scuff-Kote, Esquire Lano-Wax and Esquire Lanol-White 
. the recognized ‘Big 4’ in the shoe polish field 
From now on, you can look forward to a Bigger demand 
than ever for all Esquire Polishes. 
Esquire Polishes are first in sales because they are first 
in quality! Be sure you have enough Esquire Polish in 


stock — in all colors! Order now — and order BIG! 


“New Formula Esquire Boot Polish has-been shipped for 


more than 6 months so that distribution is now complete 
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MOORE 


big nighttime Network 


Television advertising 
plus big full-page na- | 
tional magazine ads in | 


Esquire is the fastest | 
selling, highest unit- | 
profit line of nationally | 


/-MOORE | MOORE 


sales and profits because 


proof of Esquire’s qual- 
ity leadership through 
the years, with the intro- 
duction of a great ‘‘new 
formula” Boot Polish. 


top-circulation weeklies! advertised polishes, 


... Starting September 30th 
Esquire will sponsor the 


GARRY MOORE SHOW 


Coast-to-Coast on CBS-TV Tuesday Nights 10-11 P.M. EST 
PLUS FULL COLOR ADS IN 


Bou 
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50% more wear from every sole 


wih ARMATAN os 


A 
Armour’s new resin-impregnation 

process puts 50% more wear into {| 
oak sole leather...doubles 

water resistance. And being 

leather, Armatan keeps its shape... 

won't curl or stretch as soles made 

of substitute materials often do. 

Try Armatan. It’s another 


example of the new ideas 


being created today 


by Armour Leather. 


fm. ARMOUR LEATHER COMPANY 


426 West Randolph Street * Chicago 6, Illinois 
210 South Street * Boston 11, Massachusetts 
2 Jacob Street * New York 38, N. Y. 





| Wares of the Trade 


“We are rapidly developing a gener- 
ation of people who don’t know how 
to tie their shoe laces because they 
This 
should be a ‘signpost’ for our indus- 
try.” 


haven’t worn tied oxfords. 
This fact was brought out at 
the recent N.S.R.A. meeting of the 
Young Men’s and Teen Age Style 
Committee, under the chairmanship 
of HERBERT J. RICH, JR., of Lewis 
Heicklen Sales Co., New York 


and indications are that slipons and 


laceless types of footwear can only 


further increase in popularity for 
spring and summer 59. 

“The broad spectrum of Italian’ or 
foreign details in styling seems to 
have gone further than is needed for 
the young man. This can be rectified 
by concentration of promotional effort 
on fewer fashion-right wanted mate- 
rials, colors, lasts and patterns. 

“It must still be recognized that there 
are many young men who will con- 
tinue to wear the classic types of Ivy 
League styles with subdued heavy 
bottom details and their needs must 
local 


mands must take precedence particu- 


be catered to. de- 


Therefore, 
larly for this age group. 
“Dirty buck and related colors of 
suedes are of outstanding importance 
. . not only in the classic five- or six- 
eyelet plain toe blucher but also _pos- 
sibilities exist for using these suedes 
in other patterns, which have been 


well accepted by this age group.” 
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JEROME ALTSCHUL of the Julius 
Brooklyn, 


New York, emphasizes: “The trend is 


Altschul Shoe Company, 


to instock shoes, and the manufac- 
will back 


with an instock program of suflicient 


turer who up his dealers 
depth is going to garner more than 
his share of the market.” 

% * 


“You 


world and learn 


can’t live in your own small 
by a lot of wrong 
experiences,’ says EDWARD MA- 
RONOFFSKY of The Bootery in West 
Chester, Pa. “That could add up to 
an awful waste of money and time. 
Exchanging views and experiences 
with buyers and merchants from other 
sections of the country; learning the 
new trends and practices in the retail 
shoe field from as many sources and 
contacts as possible, helps in making 
sound judgments. Our shoe publica- 
tions are a great help and we get in- 
valuable information from them.” 
* * # 
“Package design is a large and im- 
portant industry. Companies spen: 
millions to make certain their prod- 
ucts reach the market place in’ the 
most eye-catching and attractive 
wrappers, colors, sizes and shapes. 
The reason is simple! With a million 
and one products vying for consumet 
attention, no producer can afford to 
have his product start off with two 
strikes against it. By that same token, 
no producer with an ounce of common 
sense will send a product packaged at 
a cost in the thousands into today’s 
competitive market accompanied by 
a salesman who is himself not “pack- 
aged” to sell. 
* * * 

The American Institute of Men’s and 
Boys’ Wear recently prepared a 
“PACKAGE FOR SUCCESS.” In ad- 
dition to giving general “Dress Right” 
advice, they emphasize: “Ever notice 


that there seems to be some strong 


BOOT anvSHOE 
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connection between being dressed 
properly and getting ahead? It’s not 
as simple as saying that the well- 
dressed man always succeeds in busi- 
ness, always has more friends. 

“Nor is the well-dressed man the one 
who is always dressed to the teeth. He 
is the man who is always dressed ap- 
propriately. . . . The evidence that the 
man who dresses right has a big edge 
over others is too impressive to be 
He has that edge because 
the 


ignored, 


his appearance gains right re 
action from other people when thes 
first meet him . . . because knowing he 
is dressed right gives him added con- 
fidence, poise and a feeling of satis- 


faction.” 


CECIL PERRIN, manager of women’s 
shoes at Riffs in Lake Charles, La.. 
believes that for fashion shoe retail 
ers to do a better job, they must be: 
(1) 
designs in ready-to-wear. (2) Alert to 
(3) Pre- 


pared to get rid of slow-moving mer- 


Awake to the latest styles and 


new fabrics and materials. 


chandise quickly hy advertising, 


sales, and extra incentive to sales 


people.” 


Peal *, 
x iss 
B/N ng 


- Qe 


“Our way of adjusting to present eco 
ALBERT 


GIRARD, vice-president and general 


nomic conditions,” says 
manager of the Modern Shoe Stores, 
Ine. (operators of a seven-store chain 
of retail shoe stores with headquarters 
in Providence, R. I.) “is to keep out 
customers coming into our stores, to 
maintain traffic, to keep our staff of 
employes active and to keep dollar 
volume as high as possible. 


“The important thing is to find out 





what people are looking for and what 
they want to buy 
sure we have it in stock.” 
* *# 8 
Nashville, I’ve 
vreat demand for lower heels,” says 
EDDIE SOHMERS, manager of Gus 
Mayer's women’s shoe salon in Nash- 


“Here in noticed a 


ville, Tenn. “The demand is apparent 
not only from the older women but 
from women of all ages. I think this 
is an important consideration and we 
must make sure that these styles re- 
main highly fashionable and do not 
vet the matronly look. 

“The swing in popularity to the lower 
heel is due, not so much to the shorte. 
hem lengths but rather to the need 
for a shoe in a woman’s wardrobe. 
that is appropriate for town wear: one 
that is casual and yet not a play shoe 
“And, of course, the nicest thing about 
says Mr. Soh- 


“is their wonderful comfort.” 


the lower heel shoes,” 
mers. 


* 


“Those of us in the basic shoe busi 
ness, prescription and — orthopedi: 
types, need have no worries about the 
present recession. We'll do O.K. right 
through this period,” says WILLIAM 
KF. RIDENOUR. of Arlington. Vir- 
vinia. 

CHARLES BOLTON, work shoe buy 
Eaker 


Company chain of Denver, Colo... has 


er for the eight-store A.C, 
increased sales and customer satis 
faction as a result of a new policy he 
put into effect. He says: “We carried 
a big stock of work shoes in too many 
price categories. This confused the 
customer and, at the same time. made 
it dificult for the sales person in his 
sales talk. 

“So, we cut down our plain work 
shoe types and now carry just two 

. a six-inch plain shoe and another. 
better one. We made each one as 
outstanding in value as possible. al 
the price, 

“We offered our customers work 
shoes that really looked like some- 
thing and we built extra features into 
them. Now with the simplifica- 
tion in stock operations and fewe1 
work shoe types to worry about. we 


can do a real selling job.” 


36 


then to make 


Profile .... 


by ESTELLE G. ANDERSON 





JAMES H. NOLAN 


Is golden jubilee in the shoe industry! That’s what Jim Nolan is 
chalking up in this year of 1958. And what pleasures and  satis- 
factions he can look back on. Fifty years may be a long time when 

considered numerically but for Jim, they are merely the mirror reflecting 
his young spirit. smiling countenance and optimistic outlook. He has 
worked hard during this half century of service to an industry. In fact. 
he is still in there . giving vigorous expression to things that can and 
must be done to maintain the American shoe industry in its topnotch 
position. But it has been work that he thoroughly enjoyed and that gave 
him a comfortable livelihood. 

Shoe history in review can be easily traced and researched but when 
you can pinpoint it in time, place and styles through the eyes of a specific 
individual, it becomes adventure and excitement. 

Jim was born in a small town just outside of Omaha. Nebraska. As soon 
as he was old enough, he used to wait on trade in the small general store 
his mother ran after his father died. Shoes were part of the store’s stock in 
trade and that’s where Jim got his first contact . . . his first interest in shoe 
selling. He was determined not to forego his formal education, even if it 
meant working one year to earn enough money to go to school for a vear: 
then back to work again. He continued this gruelling pattern until he 
achieved his aim. At 23 years of age. he had not only graduated from the 
University of Nebraska but he had also obtained a most practical education 
in shoe selling. 

Fifty years ago, men were wearing low cut oxford shoes for daytime 
and buttoned Balmorals for evening. Jim was aware of these styles because 
he was selling shoes for a firm in Omaha that carried men’s shoes . . . the 
American Hand Sewed Shoe Company. That was the time, too, when the 
West was still a pretty wild place. Every town had saloons and gambling 
houses. Most of the salesmen (they were called drummers in those days) 
would spend their days selling shoes and their evenings being entertained 
. or infamous... 


in some gambling place. Among the famous . . ones were 


| CONTINUED ON PAGE 64] 
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The Italian artisans’ penchant for the unusual i 
demonstrated in this trim tailored slip-on boot and 
in the ingenious sole treatment of the companion 
pattern. a three-evelet) moccasin. 


The boot is classic example of restrained custom 


detailing. It uses a discreet harness strap at the 


top-line. The neatly folded backstay forms a pull 


on tab. The high-riding tongue connects in an 


For further information write 


elastic eore which permits the whole throat 
open wide 

Phe sole treatment is an excellent exampl 
shoemakers art. The fiddle shank and sole ar 
hand stitched and a low wedge has been inserte 
to form the heel. The sole, at the heel segment 
Is cemented, sew and pegged, then exte nded if 


hand stitched to form a backstay 
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New Shapes Cas 


HE SHAPE of the shoe will continue to be the major influence on 

1959 spring styles. The best selling shape continues to be the very 

sharply pointed vamp. Modifications on this are, of course, used 
in more conservative lines but any factory with any pretensions to being 
a style house has the needle toe last. 

Square toes. in spite of continuing talk. remain limited to a few styles in 
a few lines. In high or medium heel shoes they are very narrow, giving the 
effect of a pointed snipped-off tip. On low heel shoes the tips are broadet 
and the square line is often repeated in the vamp treatment in a square 
folded tongue or a square throat. 

The new last to watch has an elongated vamp, slightly rounded at the 
end, and flattened on the top. This kind of shape is taken more seriously 
by style authorities as a future important type, possibly to replace the 
needle toe in time. 

Heels also play an important part in the outline of the shoe, depending 
on whether they are high, straight and very slim; medium and slim; lower 
and less slim but shaped, or flat and often shaped. Wedges, as well as out- 
side heels, show great variety in heights and shapes, and even the lower 
wedges have more graceful outlines this year. Wood heels, plastic and 
metallic, stacked leather, and clear plastic are all being used. Ornamented 
heels are still liked, especially on the clear plastics where vamp ornaments 
are made to match. In the wedges. ornamentations and carving are used. 





New Trimmings. Buckles, 
metallic ornaments, flowers, 
rosettes and bows in dainty 
designs. Large and colorful 
for resort wear. 





Tapered, 
Mlattened on Top 


New Heels in wood, stacked 
leaiher and plastic. Very 
high to flat with medium 
18/8 shaped heels strong. 
Wedges in many treatments. 


Wide Square Tip 


nS 











Spring Shadows 


Lasts range from best selling needle toes to newest high fashion flat tops, elongated, 
slightly rounded at the tip. Heels show great variety in heights, shapes and types. 














New Solings in a variety of 
materials and colors includ- 
ing white. Ribbed types stiil 
strong favorites. 


Left: New Treatments in 
cutouts, freshly designed. 
New uses of perforations. 
underlaid with white or 
gold. New decorative stitch- 
ings. 








Neoedle-Sharp Toe 





Klongated 
Vamp 














Vew Materials in uppers and 
linings. Natural and man- 
made fibers, in a wide range 
of solid colors, ombrés and 
print designs, 


Vew Cushionings for 
uppers and soles, New 
plumpers and sojt re- 
silient toe boxings and 
counters, 


Fashion Leathers 


Never before have so many news-making leathers 


made their debut at one time, never have American 


tanners created so many exciting new tannages and 


finishes as were presented at the Leather Show at the 
Waldorf-Astoria last month in New York. 


B. D. EISENDRATH TANNING COMPANY 
Firenze is the new tooling calf tannage like Florentine 
lined and 
Milkweed. 
sandalwood and balenciaga are best-seller colors in Venus 
Outstand- 


leather, introduced at the Leather Show in 


unlined weights. in seven distinctive colors. 


calf, and in textured Nimbus and Chinchillan. 


ing new men’s calf color, maverick. is one of four new 


cool spring browns for men’s wear promotions. 


OHIO LEATHER COMPANY 
Colors are news in this collection. Introduced for spring 
red; peppermint; blue bonnet; periwinkle; 
The 


citrus colors are green apple, tangerine and yellow crocus. 


are poppy 
calypso, a peacock tone; pink carnation. three 
Qne smooth calfskin and two shrunken grains, Tyroi 
and Rotolo, constitute the white leathers. Cristallo, new 
last fall, is a printed aniline in basic colors. Also impor- 
tant in this line are a softened benedictine. a purer bone, 
a revival of golden sable and indigo blue. now in_ its 


third year. 


k. HUBSCHMAN & SONS, INC. 


Important this 
Dominion Calf, and Ten Hundred Black. a mellow tan- 


news in collection are a new— grain, 
nage with white back for unlined shoes. “On-beat” colors 
are true and clear. They include coffee bean and a new 
putty beige in the extensive beige-brown family; three 
vreens-—fern, a new soft yellow green—and a number of 
brights including three reds, orange, vellow and Atlantic. 
Black is important in Dominion 


Black 


a carried-over blue. 
Calf, 
Black. 


Lumina. Caviar. Glass and Ten Hundred 


COLONIAL TANNING COMPANY, INC. 
brilliant new patent colors and three new perforated 
leathers in both smooth and sueded surfaces are impor- 
tant. Fine grains and glove tannages augment classic 
colored sides and basic black patent. Blue star, grape- 
fruit, fern green are new colors for glove tannages, with 
black raspberry and amber bronze in patent. Parade is 


newest glove tannage in this extensive line. 


FRED RUEPING LEATHER COMPANY 
Various lines for men’s and boys’ shoes. and special tan- 


naves for children’s footwear introduce new Tanners’ 


40 


Here are outstanding items from the collections: 


ANILINE-DYE leathers in new versions of 1920 
colorings 

TWO-WAY NAP SUEDES of satiny finish or 
two-tone ruggedness 

NEW FINE-GRAINED textures on all types of 
skins and hides 

ANTIQUE TOOLING CALF revived in modern 
waxy tannages 

KIDSKINS in new transparent colorings, smooth 
or grain 

CALFSKINS. in box-calf, kid-grain and screen- 
print 

LININGS in kid. cabretta. lamb, in style colors 
and patterns 


Council color ranges for spring. Smooth and grained 
sides, and new grainings on kips are especially attractive 


for leather casuals and girls’ campus types. 


JOHN R. EVANS & COMPANY 
The introduction of aniline is important news in this 
collection. Called Transparent Kid, it is being made in 
three fashion colors: azalea pink, pale blue and absinthe. 
kidskin. 
sanskrit gold and aqua. In glazed Brogandi, a polished. 
sanskrit 


In glazed featured new colors are neuter. 


finely shrunken grain, there are two new colors: 


gold and bronzeen. 


A. F. GALLUN & SONS CORP. 


\ new aniline type tannage, called Echo Calf, is impor- 


iant news in this line. Also news are six colors: incog- 


nito, a green-gold; teal, a blue green; tam, like golden 
sable; lipstick, a bright, clear, pinky red; rouge, a 
Honeycomb, a continued 


rea! 
shocking pink: hot orange. 


finely grained leather, shows increased strength. 


G. LEVOR & COMPANY INC. 


Two calf tannages—Sunita in lined and unlined weights 


and Clover Calf—are correlated with Tan-art Suede foi 


combinations. As usual this com- 


of beautiful 


ombré and contrast 


pany shows an extensive collection white 


tannages on kid and calf. Most notable new color. widely 


sampled for spring. is soft. subtle Greenbrier. 
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ALLIED KID COMPANY 

Colors for ombré combinations and ombré leathers are 
news here. In glazed and sueded kidskin, pale beige-to- 
tans include volume vanilla, fashion meerschaum and 
gentle beige, and gaiety tan. Very much liked are azalea 
pink, geranium red, yellow tulip, sundown, gay green; 
blue and brown in patent. In Shag and Napoli. colors are 
scarlet. gay green, sundown, cottonwood, fawn and hot 
rum. 


A. C. LAWRENCE LEATHER COMPANY 
Smooth Devon calf is shown in basic and fashion colors 
for spring, with special emphasis on new softly textured 
kips, sides and Italian type tannages in greens, golds. new 
blues and reds. Ranchide in pearlized pastels and brights 
is outstanding for casuals. Special Satin-Glo and printed 


linings for patent shoes feature pastel colors. 


AMALGAMATED LEATHER COMPANIES INC. 
Sparkling sky 
ombrés are shown in Hi-Fi-Kid, Ruffini satin-nap suede 
Softee Kid in this black is 


notable in satiny Ruffini. Gold and white kid are en- 


and earth colors for correlations and 


and collection. 


Top-hat 


dorsed for delicate trims and underlays with pale and 


New 


well as light tones. 


bright colors. lining kids in black and scarlet as 


Y 
Ie 


IRVING TANNING COMPANY 
News in this collection are the new Irvana, Unique. Luxtan 
and Feather Leather, available in all fashion colors. and 
Onyx, already accepted. now available in all leading col 
In the Hunt-Rankin leathers these 


colors are new: kitten gray. sand dune, chocolate: ma!t. 


ors. as well as black. 
golden sunset and seaweed. Featured texture, among sev- 
eral textures, is Cavendish. described as a calf-tight. calf- 


like side leather, available in a range of colors. 


J. LICHTMAN & SONS 

Taconic Regina is the new glove-tanned Berkshire leathe: 
introduced in 
New 
brights augment basic colors in Knobby. for 


for women’s and children’s shoes. new 


spring colors, and several weights. pastels and 
sandals. 
casuals, and small leather goods. Taconic Revere, suc- 
cess leather for soft glovey men’s and women’s shoes. is 


shown in basics and fashion colors. 


HAUS OF KRAUSE 
Nineteen colors in Plush Pig and Pigtail make news i: 
this line. Chamois, a continued color, and rodeo, a new 
benedictine shade, are volume. High fashion colors are 
corn cob, a greenish beige: tumbleweed, a milk chocolate 
shade; new lavender sky. color sampled to watch: new 
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canyon coral: pow-wow pink; gunsmoke, medium, light 


clear gray: cotton leaf, a yellowed, light green. Several 


Vibrant tones are repeated colors. 


BARRETT & COMPANY 
In Llama Calf and lighter, finer grains two outstanding 
new Colors are rosewood, a cool brown on the light: side, 
and new blending colors for men’s town in 


Oak 


browns continue for 


nulmee, 


formals and casuals. brown, Hawthorne and othe: 


cleat dark 
best-selling off-beat. 


town. with olivewood a 


ARMOUR LEATHER COMPANY 
New pearlized finish on women’s weight leather and new 
spring colors on smooth and grained sides for men’s and 
boys’ shoes are news in this extensive collection of all 
types of tannages and finishes on sides and splits. Spe 
soft water resistant leathers and sued 


cial tannages, 


finishes are all included in new ranges for spring 


WILLIAM AMER COMPANY 
New aniline-dye kidskin tannage introduces unusual Con 
tinental colors of great subtlety and transparency in this 
line for spring. The regular line of King Kid continues 


classic black. 


in three patterns. 


and variations on shrunken kid are shown 
New kid linings in soot, sweetpea and 


chemise, 
BEGGS & COBB 


Special new mellow tannage in’ aniline dye Verana. and 


Batik, Wellfleet. 
Vallarta. are shown in extensive color ranges for women s 
Weave three 


patterns in 


several favorite fine grains Box and 


and teen-ager shoes. Gypsy and reptile 


erains are new two-tone spring coloring 


Wellfleet 


ages on sides, 


and fine erains are also shown ino mens tai 


SURPASS LEATHER COMPANY 
Pearly finishes on Caprice and Satin Kid give delicat 
and bright colors special luminosity for combinations and 
ombrés. The Serpentine pattern in ombré marbelizing | 
shown in 17 color variations, and Caprice and Lava Ki« 
illustrate two degrees of texture, with luster finish. Carni 
val prints are shown on white suede grounds in sprin 


pastels. 





What's In 
And 


ie . tec gt aa 


A Shoe 





How To Sell It 


A few examples of the many kinds of shoe buttons, buckles and ornaments. Some are func- 
tional, some purely decorative. They vary widely in size, shape and color. 


T may have been eight or ten or 
fifteen But 
it probably happened this way. 


thousand years ago. 
One day a tribal chieftain—or maybe 
it was his wife—got the bright idea 
of decorating his primitive boots or 


with a few colored 
shells. At that 


ornament born. 


sandals stones 
moment the 
And this 


creative tribesman became the father 


or sea 


shoe was 


of the shoe ornament business, which 


today in the U. S. alone does an 


A strictly functional toe plate for needle-toe shoes. At right, the 
metal edging motif is carried through at the back of the shoe, a 
strictly ornamental effect used only on very narrow toe siyles. 


estimated annual business of $5 to 
$8 million. 
Today it’s almost impossible to 


find kind which 


doesn’t make use of an ornament or 


any of footwear 


decorative effect. On women’s shoes 
it may be a subtle bow or a creative 
ornament. On men’s shoes it may be 
in an eyelet or buckle or tassel. In 
juvenile shoes it may be a simple 
strap buckle, or some novelty effect 
symbolizing the fad of the day. In 
slippers it may be beads or pom- 
poms. 

The shoe ornament falls into several 
but- 
“miscellanous,” 


basic categories: bows, buckles, 


tons, beads, and 


which is the largest group of all, 
These ornaments are made from a 
wide variety of materials: leathers, 
metals, stones or 


fabrics, plastics, 


gems, etc. And each of these is com- 
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Ornaments 


by WILLIAM A. ROSSI, Field Editor 


It is almost impossible to find a shoe that does not make use of some 


kind of ornament or decoration—bows, buckles, buttons, beads or tassels. 


se te hast ais 


Ornamental “toe fenders”’—a rec 


ent innovation brought on by the 


needle-toe shoe. The metal laps under the edge of the toe to prevent 
wear at the tip. These designs are two of many. 


posed of several types. Metal orna- 
ments. for example, may consist of 
steel. brass, aluminum, gold, silver, 
Many 


combinations of 


iron, zinc, tin, copper ete. 


ornaments — are 
For fabric 
plastic, or leather and metal. 


materials. instance, and 

A shoe ornament may come in any 
size-—as big as the palm of your hand 
(they once wore ’em like that), or a 
tiny button the size of a tack head. 
The ornament may be strictly fune- 
tional, such as some buckles, or 
strictly decorative, or a functional- 
decorative combination. 

Most integral 


part of the shoe—that is, designed 


ornaments are an 


into the pattern of the shoe. But 
some are sold separately, such as a 
clipon bow or rhinestone rosette to be 
sold as an extra item for a_ plain 
opera pump. 


All decorative effects on a_ shoe. 


however, aren’t necessarily shoe 
ornaments. For example, embroidery 
on fabric shoes, which was popular 
in the 18th and 19th centuries. 
Then there’s the big field of func- 
tional closures—buckles, 
hooks 
buttons, lacings, rings, the 


“Shu-Lok,” The 


unique metal buckle seen often on 


shoe snap 


fasteners, zippers, and eyes, 
eyelets, 
fairly recent etc. 


rubber overshoes was patented way 
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1884. Most of 
either a 


back in these items 


can serve functional or 
decorative use, or both, on the shoe. 
A simple lacing is functional. But if 
it's in a bright color, or has tassels 
at the ends, it becomes both functional 
and ornamental. An eyelet is basically 
But if large and 


functional. made 


The two photographs above show examples of 


bright and carved with a design —as 
is used in some bovs’ shoes—it be- 
comes ornamental. About 80 per cent 
of all 


decorative, and 20 per cent basically 


shoe ornaments are basically 


functional. 


Styling the Ornament 
The designing of shoe ornaments 
the 
of the shoe industry. Its impossible 
the 
ornament ideas that have been created 
the 


say the figure goes into the tens of 


is one of most creative aspeci- 


to even number of shoe 


fuess 


over years—except it’s safe to 
thousands. Take a “simple” item like 
a shoe buckle. Most shoemen will be 
that 


actually thousands of different designs 


surprised to learn there are 


or “styles” in shoe buckles, varying in 
| CONTINUED ON PAGE 62] 


shoe ornaments in use. 





Orlando tries on a fancy hand made boot. The Thunder- 
bird design and the bull dogger heel are popular with 
younger men, 


ONY'S SADDLE SHOP is a wholesale and _ re- 
located at the Main 


Streets In Viexico. 


corner. of and 
New This 


store retails any item of general Western wear, includ- 


tail store 
Second Clayton. 
ing saddles and equipment for the horse, as well as for 
the rider, but its main emphasis is on hand made 
boots. It is known throughout the Southwest for fine 
custom-styled) boots, designed to please and to give 


comlort. 


Tony does a large wholesale business in ten states. Here 
are boots boxed and being labeled. Tony, right; Orlando 
Herrera, left. 


44 


Thirty-One 


Some of the boots are made in Clayton in a small 
shop next to the retail store; however, lack of skilled 
workmen has sent Tony south of the border for the 


bulk of his boots. There, under Tony’s supervision, 


master craftsmen cut and sew and tool top grade 
leather into the fine boots which he buys and sells 
New Mexico, Arkansas. Kansas. 
Oklahoma. Colorado, Wyoming, Montana, Utah, and 


wholesale in Texas, 


Arizona. 


Thirty-one years ago, when Tony went into” busi- 
ness, two men could handle all the trade by working 
overtime. Workmen were paid sixty or sixty-five cents 
per hour. Now four men work full time and are paid 
one dollar and twenty-five cents per hour. Right now 
Tony could use seven or eight good boot makers. He 
hopes the time will come when he can have as many 
as forty boot makers working full time in an enlarged 
factory at home. Then he would not need to import 
his merchandise. 

“[ have the customers now,” he said. “I just can’! 
find men to make the boots. Each year there are fewer 
exood boot and shoe men. It’s one of the best trades, 
vet it is being overlooked by young men who want big 
salaries from the start and are not willing to invest a 
few years in learning.” 

Though Tony's Saddle Shop handles just about 


of Western both the 


the rider. its hand-made 


every. item wear for horse and 


specialty is boots. Two 


Frank listens as Tony demonstrates. Tony has been mak- 
ing and selling boots for 31 years. 
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Years Making Custom Boots 


Tony's Saddle Shop, New Mexico, turns away customers because there aren't enough 


workers to make all the boots he can sell. 


expert boot makers work regularly in the small shop 
adjacent to the store. Tony lends a hand at any how 
of any day that he is not occupied with his ever- 
growing wholesale trade. 

When asked what kinds of boots he makes. Tony's 
reply was quick. “Whatever the customer wants. If a 
man wants his wife’s picture set into the top of his 
hoot, we put it in for him.” 

Tony's wholesale imports from Mexico amount to 
over a hundred thousand dollars a year. That’s noi 
counting boots made in this country. 

One of the workers opened a showcase and brought 
As Tony took 


them, he explained, “These are Wellingtons. They are 


out a beautiful pair of russet tan boots. 


the kind of boot that patrolmen wear but, of course. 
black. We boots for all the 


patrolmen in New Mexico. 


theirs are make state 
Because we just couldn't 
supply them, we had to turn down orders from the 
Denver Fire Department and from the Texas High- 
Patrol.” 

Then he showed several styles of tops in the standard 


handled 


way 


Western cowboy boot. Tony these with a 


special tenderness, 


TT: 288%, 
Og 


Tony (center) and his two full time helpers, Jose Quinos 
and Frank Gutierrez. 
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He has wholesale accounts in ten states. 


by STRAWCY VAN DRUFF 


“This boot with the high heel, is the kind all of the 
older men wear. These boots were the style made foi 
the man who spent a long day in the saddle. The 
heel is made to keep the foot from slipping through 
the stirrup. Not so many years ago, that was the only 
style we had any calls for. The top is a little lower, 
the heel a little higher, and it has this special shape 

Tony explained the heel, then he picked up anothei 
style, higher topped and with a lower, wider heel. 

“This boot with the bull dogger heel is for the young 
cattleman, the one who rides a long day on a horse 
called a pickup. He spends fewer and fewer hours in 
the saddle. so he wants a boot that is more comfortable 
Western 


for pressing the accelerator. You see. our 


boot is changing, too.” 
lockmen 


have been regular customers through the years. buy 


According to Tony, ranchers and who 


an average of two new pairs of boots in three years. 
“Just this month.” he said. “I repaired the oldest pair 


of boots | ever repaired. A customer brought in 4 


pair of boots that | made for him twenty-five years ago 


| CONTINUED ON PAGE 86} 


Vost of Tony’s boots are 


because he can’t find skilled 


Jose working in the shop. 
made south of the border 
workers in this country. 





SHU-LOK 
FASTENER 


Just flip to open! 
Just snap to close! 


STYLE 27 

Produced on new lasts 
by durable Littleway 
construction 


STYLE 25 STYLE 15 

Big boys’ popular Bee /f/ Plain vamp—three eyelet 
tapered toe overlay a /, blucher oxford—plain sole 
plug oxford or storm welting 


BELCAMP, MARYLAND 
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Feet First...! 


HEN Julius Lazarus went into the children’s 
suburb 
And be- 
of Wash- 


ington area parents demonstrate their approval by 


shoe business in a Washington, D. C., 

five years ago, it was “feet first.” 
cause that has been his creed, thousands 
trooping into his store at 7836 Wisconsin Avenue in 
Bethesda, Maryland, even though they may have had 
to drive a considerable distance to do it. 

This doesn’t surprise Dr. Lazarus—he got his doc- 
torate in surgical chiropody from Temple University in 
Philadelphia—for he knows how parents prize their 
children. And parents know he prizes correct fit above 
anything else. “They have to fit to be tied.” he'll often 
tell a parent who expresses doubt about ever getting a fit 
for her child. As he advertises: “Our training, experi- 
ence, and unlimited time go into the proper fitting of 
every pair of shoes.” 

Dr. Lazarus freely admits his policy of careful fit- 
ling and giving professional shoe advice is not unique. 
All he says is. “It works.” We all know the cartoons 
that pop up in the magazines which poke fun at some 
variant of the frustrated shoe salesman trying to please 
a customer. But at Lazarus’, it’s no joke. In fact, the 
store has for years been running in their ads the pic- 
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by JOHN JAY DALY, JR. 


“Feet first” is the way to go into—and succeed 
in—the shoe business, says a Bethesda, Mary- 
land, child’s shoe specialist who makes it his 
motto. He has thousands of satisfied customers 


to prove him right. 


ture of a tousle-haired toe-head frolicking in a pair ol 


-hoes almost twice as big as he. The six words, “Ac 


curate size is no laughing matter,” tell the store’s story 
in yet another way. 

Besides his strict policy of accurate fit, no matter 
how long it takes, Dr. Lazarus is also proud that each 
of his three sales personnel has a chiropodist degree 

David Weinberg, with the firm for five years. ob 
tained his from the Massachusetts College of Chiropody 
John Joseph, with Lazarus for three years, is a grad 
uate of the Chicago School of Chiropody, and William 
Davis, who joined the store a year ago. 
studies at the Illinois 
stock-boy 


medical student in Washington.” Dr. 


completed his 
College of Chiropody. 


“Even our Edward DeMarterosian, is a 


Lazarus beams. 
He has been with Lazarus two years while he studies 
at George Washington University’s Medical School. 
But just because the staff is so professionably 
trained doesn’t mean that a visit to Lazarus’ is like a 


| CONTINUED ON PAGE 65 


Left: Just before children leave the Lazarus store they are 
given individual balloons with the store’s name and address 
on it. Here Dr. Lazarus distributes them to the Daly children 


Below: Dr. Lazarus exhibits true friendliness in checking 
the fit of two of the author's children, LuAnne, 5, left, and 
Deirdre, 3%, right. 





Why Does Ollie Ross 


ump On 


A Welleco FOAMTREAD Slipper? 


A Neighborhood Store Success Story - 


By Ollie Ross, Partner, Actiforme Shoe Company, Forest Hills, N.Y. 
As told to UPI Reporter 


Want to know how my partner Rube Rubin and I close a sale? 
| put a FOAMTREAD slipper on the floor. Then I bring my foot down 
but hard! What happens”? Nothing! 


on the counter 


they come out 
looking like new. That's why we | 
carry Wellco FOAMTREADS. You 
see, neighborhood customers are 
demanding. They want the best 
And when they buy Wellco, they 
back a second, a third, a 
and a fifth time 


machine —and 


Practically Indestructible 


You see, a Wellco FOAMTREAD 
slipper is practically indestructible 
It's got a flexible counter you can't 
It's got a foam rubber mid 
sole —and soft leather out-sole 

you just can’t wear out. In fact, 
FOAMTREAD Slippers hold up much 
better than leather slippers in the 


crush 


come 
fourth 


High Turnover, No Markdowns 


The result is I haven't had a mark 
down in ten years. And the turn- 
over is really high. I convert my 
cash into profits more than three | 
times a year. | 


Same category 


Washable 


FOAMIREADS are 
Just them into the 


washable, too 


toss 





washing 


Neighborhood Customers Are Demanding. That’s Why 
Neighborhood Stores Carry Wellco FOAMTREAD Slippers. 


For more information about the 


Wellco FOAMTREAD line, / E 
Stanelli 


(. .) 
President in charge of Sales. J 


write to Joe Vice 


SUCCESS STORY 


they were to discover the secret of turnover 


Easy To Stock 
FOAMTREADS are also easy to stock 
properly. Wellco sends its accom 
modating salesmen to my store to 
inventory my merchandise. They 
anticipate my sales based on pre- 


Oliver Ross and Partner Rube 





Rubin tell how lucky 
a Wellco FOAMTREAD slipper 


and recommend the 
most acceptable slipper styles 

Over 90 percent of my slipper 
sales are FOAMTREADS. Even the 
families of our sales clerks wear 
them. There are no slippers like 
FOAMTREADS. 


vious sales 


welico 


WELLCO SHOE 


nada, ‘*Foamtread’’ Slippers are ma 


CORPORATION, WAYNESVILLE, N. C. 


je exclusively by Kaufman Rubber Co 


, Kitchener, Ont 
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ere Your Kars Burnin 


NSMA Merchandising Clinic Speaker Tells Shoe Manufacturing Executives What Consumers 
Think About Shoes and the Treatment They Receive When Buying. or Trying to Buy Them. 


HEY must have been on the day, last month, 

when Ralph Head, vice-president and directo: 

of marketing at Batten, Barton, Durstine and 
Osborn spoke at the Fifth Annual Merchandising 
Clinic, sponsored by the National Shoe Manufacturers 
Association. He was probing and exploring: “What's 
Wrong with the Shoe Business” and brought to ligh: 
some very important facts . . . bolstered by replies to 
a questionnaire that had been circulated among the 
men and women in the New York office of B. B. D. 
& O. 

Specifically, the questions were: “When you think 
of shoes, what brand name comes to mind first? Which 
shoe manufacturing company do you think is the big- 
vest 4 If recently you have had a good or bad experi- 
ence when buying shoes, won't you please tell us about 
it?” The replies were honest and revealing: and they 
represent a fair cross-section of consumer reaction. 

On the question of brands, 30 per cent of the women 
said 1. Miller, 13 per cent A. S. Beck. 8 per cent 
Capezio. Florsheim and Red Cross were tied at 7 pe: 
cent. The answers then trailed off to include 31 othe 
brands and stores. 

When it came to the biggest shoe manufacturer, 30 
per cent of the women gave the old standby “don! 
know” first place. A. S. Beck was second with 14 pe: 
cent. 1. Miller third with 10 per ent. General fourth 
with 4 per cent. Sixteen others followed in descending 
order with retailers and manufacturers mixed. 

Florsheim headed the list in brand awareness by men. 
Then Thom MecAn second with 13° per cent; French 
Shriner third with 9 per cent: Lloyd & Haig was fourth 
with 7 per cent: Nettleton fifth with 6 per cent. 
Twenty-seven others followed with lesser percentages 

The men also gave “don’t know” first place on thi 
question of the biggest) manufacturer —25 per ceni 
Thom McAn placed second with 20 per cent: Inter 
national showed at 9 per cent: Florsheim came fourth 
at & per cent: General fifth at 6 per cent: Melvilli 
sixth at 5 per cent. Brown, Regal and Endicott: John 
son tied at 4 per cent. Nineteen others followed. 

It was the third question that elicited some vers 
interesting disclosures. Here are some typical con 
ments .. . just as they were noted on the question 
naire: 

“Two weeks ago. | bought a pair of shoes and en 
countered a real depression-day salesman. He couldnt 
do too much for me. He smiled... told jokes... 1 
expected him to do tricks at any moment. The thought 
struck me, things must be getting tough. He's really 
working for sales... but I like that. Service was 
excellent. He gave me what I wanted and he made 


the sale.” 
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“Many. many bad experiences stemming trom shir 
salesmen who have not the faintest interest in custome! 
Very few things are more depressing than having a nice 
looking shoe wear out at the seams... as they often 
do: at least mine do.” 

“Feet any size over Ll 'o-12 make it extremely difh 
cult. to find any shoe selection at all. Salesmen fre 
quently try to pass off a wider Size 12  beeause they 
don’t carry 13°s... my size: and Pm very resentful. So 
| would plug for a wider size range — in view of the faet 
that ‘Americans are growing taller, heavier. ete.” 

“Bad experience in buying expensive pair of shoes 
on Friday only to find them on sale the following 
Monday. | think a week’s price protection would make 
a lot of friends for a dealer.” 

“Very bad experience. Frequently buy shoes (plain 
toe) which wrinkle in the front after very little usage 
Also discover shoes cramp my feet though they ap 
peared to fit in the store. Feel that shoe manufacturers 
should solve the front-wrinkle problem and work out 
more accurate shoe fitting procedures if 

“Courteous service and interest shown in that [get 
a proper fit. Also that there need be no hesitation to 
bring the shoes back if they troubled me in any way 
Makes me want to go back.” 

“Bad experience with pair of business (good) shoes 
bought at a discount house no brand name but 
heavy sell by elerk. The shoe. were lousy. and they 
-mell when they are wet.” 

The above remarks were from the male contingent 
Phe women who were queried also lad some things to 
say. as Cg: 

“Have a special problem getting shoes to fit properly 
Wear a AAAAA and not every store caters to thi 
width. No particular incident Just wish they'd design 
Ihlore fashionable shoes yn the hardest to-fiod IZes 

“Experience is all TP get but very seldom do | 
vet the proper fit. T wear a9 AAAA and finally located 
t pump that was a perfect fit I bought the un tv le 
vear in and vear out in different color So what hay 
pened this pring ¢ They went and changed the la 
and now they dont fit either so LT have to seareh a 
over again. Recently talked to some other women 
wear AAAA. They also complained about having 
hard time to find shoes. Also PT heard many complaint 
thout the pointed Loe Phat s what gave me 1 

something TP never had before. Cant they at lea 
make some plain pumps for those of us who like ec 
fort and a little style? 

“Not enough service from. salesmen Incorre 


fitting.” CONTINEED ON PAGE | 











All successful 


shoe business 


is based on 
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Chicago Fall Selling 
Approaches High Volume 


RETAIL shoe business in the Chi- 
cago area continues its slow steady 
climb toward a good fall season. 
Sales are showing healthy recovery 
from a summer slump, due some- 
what to cold and rainy weather. 
Back-to-schoo] business has been 
excellent, fashion business has been 
steady. Several of the heavy indus- 
trial areas, such as the Gary steel 
mill district, have shown a _ good 
upturn in business. 

Reports on improved business are 
less spotty than they have been. The 
general upturn is noted all over— 
with the smaller, neighborhood store, 
shopping centers, and downtown de- 
partment stores. 

This doesn’t mean that the period 
is any the less critical for the smaller 
store. This fall may be the testing 
time as to whether or not some will 
survive. Their situation is critical 
for several reasons. Some have not 
fully recovered from a year long de- 
cline in sales. An excellent May 
helped some over the hump, but they 
are still short on cash, and behind 
in their bills. Further, they were 
late in placing their fall orders, 
which has meant late deliveries at 
a time they need merchandise in 
the stores. Although summer mer- 
chandise did not move, dark shoes 
have sold right along, and the de- 
mand is for fall shoes. 

The late delivery situation has af- 
fected most stores and the shortage 
in sizes and styles is universal. Back- 
to-school business has about run as 
normal. It kicked off with special 
college promotions in mid-July and 
has sparked sales of the new bubble 
saddles, bicycle shoes, and loafers 
since. A “must” in every back-to- 
college shoe wardrobe has been a 
pair of the new improved “sneakers.” 
Up until now this has been a college 
girl fad, but is beginning to sift 
down to the high school girl and 
teen-ager. 

Early fall sales are following ex- 
pected trend. The tapered and 
pointed toe are fully acceptable, with 
practically no conventional round 
toes accepted anywhere. The slim 
little heel continues to gain ground 
as the leading style factor this fall. 
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It’s in demand for everything except 
matron’s walking shoes. And even 
there, the demand is beginning to 
show. 

The pump remains on top in de- 
mand, only now it must have flexibil- 
ity. Most customers want some orna- 
mentation, which means its buckles, 
bows, buttons, etc. Calf continues its 
dominance over suede, although the 
latter moves in red, green, and some 
novelty colors in high fashion spots. 
Patent sells at a good rate, thus con- 
tinuing to re-affirm itself as a nine 
months’ shoe. In fact, sales even 
trickled through the summer this 
year. 


Back-To-School Selling 

Swells Los Angeles Trade 

A BIG selling thrust is being en- 
joyed by Los Angeles retailers right 
now from back-to-school promotions. 
The teen-age explosion is beginning. 
The post-war baby boom resulted in 
what is now a bumper crop of 12 
year olds and the kids being out- 
fitted for their first 
junior high school should continue 
as customers for several years. 

These giggling teen-agers paid the 
rent for most retailers the past few 
weeks. In spite of the 
grosses are up 
points over last year. It 
a pinch in men’s departments, be- 
cause obviously Dad is having last 
year’s shoes re-soled so he can outfit 
the kids. Smart promotion at the 
kids level identified the 


experience in 


recession, 
several percentage 


resulted in 


some of 





oe the most distingdished 
alligator ef them all 


with @ high polish 


e 


DOWNTOWN ONLY 


The light touch helps. Black or brown 
polished alligator, mid or high heel, 
pointed toe, $55. Wichita. (4 cols.) 


teensters stylings as having “that 
college look” and the youngsters bit 
in droves. 

Children’s shoes too have shown a 
lot of action. One local outlet, Jack 
N’ Jill Bootery, departed from the 
hard sell technique of style-and- 
price and went to institutional ad- 
vertising with what they reported te 
be good results. Carrying Stride 
Rites, they had a series of 
drawn with the tag line “it takes a 
lot of T. L. C.” and the copy went 
on to explain that it meant “tender, 
loving care’. Stressing importance 
of quality and fine fit, the ads were 
headed up by sentimental pictures ot 
kids and dogs. pullers, the 
store reported. 

Stylewise, the  teensters 
heavily for exactly what might be 
expected. Saddles, oxfords, flats and 
loafers. The mid-teens bought 
the pumps with little heels and some 
wedges. 

And 


ads 


Good 


went 


into 


black 
brown-and-white, 
white bucks, 
Points on al! 


surprise, surprise 
and-white and 
with lots of 
proved to be winners. 


coupled 


toes, of course. 

The demand in women’s shoes re 
mains unchanged, with pumps sti!! 
the gaining 
strength. Fall styles are receiving 
full showings, 
casuals will 
months 


leader and T-straps 


although sales ot 
remain for sey 
Vet, 


strong 
eral 


New York Volume 
Continues to Rise 
BUSINESS fair 
traffic in New York shoe stores has 
picked up considerably. It is ex- 
pected that this will 
increase in momentum in the next 
few weeks. 
Retailers are looking forward to 
increased now that the 
new season has started. They plan 


has’ been and 


acceleration 


business 


to promote vigorously and have al- 
ready gotten good response and re 
action to first showings. 

Back to school and campus shoes, 
to go with the shaggy sweaters and 
skirts and other sports clothes, fea 
great many flats and 18/8 
Fur o1 


ture a 


heels in two-way suedes. 
pony skin campus-style boots are a 
good promotional item. Preferred 


{CONTINUED ON FOLLOWING PAGI 





NewseRetail Trade 





colors seem io be blacks, browns, 
off - beat tawny 
heiges and greens. 


shades, colors, 

Daytime shoes for women stress 
softness, lightness, comfort and fit. 
The emphasis is still on pumps, 
about 90 percent closed, ten percent 
open types. Calfskin is very strong, 
much more popular than last year; 
there is also a good deal of kidskin. 
alone or trimmed with sat- 


] 


Suedes 
leather are interest- 
of course, in number 
Beyond that, there 
seem to be any specific 
Many of the 


stores are showing greens, grays, 


ins or patent 
ing. Black is, 
one position. 
doesn’t 
color preference. 


reds, browns as well as combina- 


iions of colors or vextures. 
Silhouettes in 


with 


shoes seem to go 


silhouette in clothes, and 
that’s a very effective sales point 
that gets across to the consumers. 
Women feel 
have a new pair of shoes to go with 
the For in- 
stance: “The Empire silhouette for 
the higher higher 
waists” Geller 
two-way 


seem to they should 


new season’s clothes. 
hemlines 


was how Andrew 
promoted their 
suedes combined with smooth calf- 
skin, reptile or suede. Another was: 
“Maestro Stanley Philipson’s_ bril- 
liant Stradivari 

the high pitch note for the perfect 
black, 


line of 


new scoring 


fashion harmony” in green, 
brown, gray. 

“The magnetic shoe impor- 
make 
your shopping list to read: ‘Shoes 
first, The collection 
of Mademoiselle 
tured by Lord and Taylor. 


tunt enough to you revise 


dress later.’ ” 
designs as fea- 

The general feeling is that retail 
shoe business will be good. Inven- 
fact, 


they 


tories are in good shape. In 
the feel that 
are in a position to take advantage 
that 


many of stores 


of any exciting new styles 


along. 

Hot Weather Wear 
Stull Tops in Miami 
THE 


come 


heat is on in Miami, and 
clothes are off! At this 
the South Florida hits 


the doldrums, everybody is wearing 


season of 
year when 
as little as possible. You can get by 
with Bermuda shorts, bare midriffs, 
playsuits and no hats, but you can’t 
for no other 


vo without shoes. If 


reason, the sidewalks are too hot. 
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Cool, cool casuals are fashion 
footwear finds in South Florida 
and smart buyers have been pur- 
chasing these, and ventilated 
punch pig skins in beiges and other 
shades, to keep retail shoe stores’ 
and departments’ cash_ registers 
jingling. Chain stores in this area 
report business better than usual 
this summer, with Italian styles 
predominating in popularity. Traf- 
fic in black and brown shantungs 
is good, summer iourists in 
this have done their 
share of purchasing canvas casuals. 

It’s a white summer for Miami, 
perhaps to match its white sandy 
beaches, and women buying 
this color in large quantities. 

Mesh shoes—again io beat 
heat—have come into their 
this summer, and July 
chalked up a goodly number of 
tan and brown, especially in men’s 
stores. Summer is the time to loaf, 
and loafers are enjoying great pop- 
warity in footwear, too. 


and 


resort area 


are 


the 
own 


sales 


Department store merchants 
point with pride to the sales tickets 
resulting from milady’s preference 
for pointed toes, but open toe, sil- 
houette and T well as 
open backs, are continuing in pop- 
better, 


strap, as 


ularity here, especially in 


higher priced shoe departments. 

Summer sales promotion schemes 
seem to be providing the normal 
clearance of odds and ends but 
there has been little drastic reduc- 
tion in price tags. There’s an ab- 
sence of popularity in the sale of 
actual summer shoes for men, ac- 
cording to some merchants, who 
claim the male gender, as a whole, 
shows a decided preference for 
year-round models in lighter shoes, 
and an increased amount of inter- 
est in the ventilatd shoe. 

Spanish Espadrilles, with braided 
hemp soles and tops of clan tar- 
tans, solid tones of canvas or 
Indian madras adapt themselves 
ideally to yachting and other sports 
activities in this area. 

Shoe salesmen in South Florida 
report numerous enquiries on fall 
footwear fads, especially the wood 
and aluminum push button heels 
that have been incorporated into 
fall lines—a little heel on which 
the shoe repairman can put a new 
tap with the push of a button. Slim 
heels, with this innovation, give 
promise of popularity, as do the 
plastic lifetime heels that will be 
in shoe stores in the near future— 
heels that are practical and pretty; 
that won’t bend, break, crack or 
split, according to advance infor- 
mation. 

Needlepoint on your foot, instead 





Pumps are Trumps 


LaPatTI D'IORSAYS make a grand slam! 


5 ens 
wt FEY ona 16 


they take every trick! 


Compare with tuenty-dollar quality chewhere 


These smart pumps are attractively priced at $14.95 to $16.95. Shown in black 
but fall colors from navy to red are available. Calf and suede with highlighting 


or contrasting ornamentation. Harvey's, Nashville, Tenn. 


(8 cols.) 
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of on your footstool, is the newest 
thing. These shoes are flat, and 
come in different designs and dif- 
ferent colors. Merchants lucky 
enough to already have this type 
of fancy footwear in stock are find- 
ing it profitable, as well as pretty. 


St. Louis Summer 
Types Fade for Good 

SUMMER merchandise 
last stand in August. 
tables of women’s dress shoes took 
on that  picked-over, down-at-the- 
heel look which both retailers and 
shoppers abhor. However, inven- 
tories in all types of stores in St. 
Louis are reported as satisfactory or 
better. It is felt here that lighter 
volume, more careful and cautious 
buying last spring may have cost the 
shoe but in the 
long run contributed to a healthier 
summer selling picture. 

In retrospect, dealers noted that 
women’s and novelties of 
leather, straw and cloth this 
summer in direct proportion to the 
efforts made to promote and display 
them. Heavier promotions on this 
type of footwear planned for 
next year by outlets where novelties 


made a 
Clearance 


stores some sales 


Misses’ 


sold 


are 


sales lagged. 


sack to school selling has not 
opened up as yet. Extremely hot 
humid days have kept downtown 
shopper traffic at sub-normal levels. 


Fall merchandise is widely on dis- 
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play and “looks good enough to eat” 
Yarly women’s buying finds browns 
getting good response in dress pairs. 
Tagged variously as “Mississippi 
Browns” and “Elegant 
these neutraled tones 
favor for their smart 
ordination with all 
colors including black. 

Multiple sales of brown pumps are 
being chalked up, and this fact is 
regarded by store buyers as an in 
that may 
tremendous year. may 
to be a profitable 
several greens showing up strong in 
all heel heights. 

Neutraled 
over into the children’s category too. 
Coppery 


Browns”, 
are finding 
and easy co- 


ready-to-wear 


dication brown have a 


Green prove 


With 


“ 


sleeper” also, 


browns are carrying 


suede oxfords on corru- 
gated crepe soles are listed as best 
seller by one major children’s de- 
partment. Other favored 
hook-and-eyelet ties of red, blue or 
black brushed black 
velvet convertible strap pumps with 
simple bow trim; red 
straps for littlest girls; and black 
buck Shu-Lok oxfords for boys of all 


ages. 


types are 


leather ; nylon 


smooth one 


For teen-age girls, the lightweight 
half-saddle oxford may prove to be 
a runaway fall 
Dealers be counting on 
it, since they are stocking the pat- 
tern heavily in all colors. 


favorite in selling. 


appear to 





open tomorrow night until 9... grant avenue 9.30 to 9, hillidale 12.204 


special purchase sale! _ 
our superb Thos. Cort Z 
alligator pumps x 


29.95 


usually 49.95 


© supple domest 


© beautt 


shoe salon, second fic 


-and ath. liebes hilisdale 


4 


The price is the main attraction in this ad. but everything else essential is 
shown and told: bur:ished brown alligator, unbreakable rapier heels, pointed 


toes, V, round or square throats, sizes. H. Liebes, San Francisco. 
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(8 cols.) 


A new line of Swedish imports is 
scheduled to be introduced St. 
Louis women this month. Looking 
daringly different, the soft flexible 
lightly grained leather pumps from 
Sweden feature both 8/8 and 12/8 
shaped heels set well under the arch 
Design details include mudguards of 
black patent, and 
laced all the way to the toe tip. 

Some _ trading price 
brackets has been reported from one 
high-fashion 
toward 
women 


string-bow ties 


down of 
specialty 


mid-town 


store. In a move husband 


suggested economy, are 


saying “no” to shoes — retailing 
around $35 and purchasing instead 


in the $22.95 to $24.95 area. 


Philadelphia Shoppers Seek 
New Styles in Shoes 

SHOE 
back to 
housekeeping 
has set the tempo for shoe interest 
that includes shopping, 
fashion show watching, and 
For 


school, 
back to 


activities 


needs for back to 


career, and even 


and social 
window 

inside 
gazing. several 


store display 


weeks customers have been 
keeping one eye on bargain clearance 
the peering at 
new in And 


catering to 


now, 


shoes and other 


“what’s shoes.” down 
town 
this urgency with pre-views of what 


the Fall shopper will want to bus 


stores have been 


Bolstered by newspaper ads and 
editorial items relating style trends, 
alert their 


windows 


retailers geared street 


attractively informa 


shipment 


and 
tively as first 

allowed. Alerting the older students, 
advertised, 


early as 


one downtown — store 
“Here 
little heels.” 


paying more attention to the “lady 


are new college shoes with 


Since college girls are 


these young type 

The 
shoes here were new combinations of 
calf black 


with 


like” look in shoes, 


pumps are considered — good. 


brown or. green with 


brushed suede perforated 
calf). Brandy, green and black were 
the colors of a pump with bow. 

One of the top sellers for school 
students of all flats. The 


in brushed suede are 


ages are 
new versions 


very popular in their colorful red, 


green, brown, and rust with T 
straps of black patent. The flat that 
is half black 
half green or red, is taking the fancy 


of wearers seeking new flats. 


brown or suede and 





Were Your Ears Burning? 


[CONTINUED FROM PAGE 49} 

“Just wish there were fewer pointed 
toes and more of the modified type.” 

“Inability to get the same _ type, 
routine, work-a-day plain black pumps 
season after season. Herding 
people to sit next to each other for 
salesmen’s convenience when the place 
is empty. ... Not enough floor mirrors 
for foot viewing.” 

“T live at the repair department .. . 
repeatedly getting skinny heels’ on 
quite expensive shoes fixed. They snap 
every other day. Wish they'd invent 
unbreakable heels--or else the fashions 
would go to brogues.”’ 


into a store and asked to 
of shoes displayed in the 
window. The salesman brought that 
pair only. After trying them on, I 
didn’t like them. I asked to see some- 
thing else and he fairly snarled: ‘That’s 
what you asked to see.’ I walked out 
without buying any shoes—and I 
really needed new ones.” 

“Could not buy a dress pair of shoes 
with a comfortable heel. Though not 
high heels, they were too narrow. Lost 
the lift the first time I had them on 

. in less than 20 minutes’ wearing.” 

(Editor’s note: We will continue to 
quote some of the experiences men- 
tioned in the B B D & O questionnaire 
in forthcoming issues) 


“Walked 


see a pail 


PEEK‘A-BOOT 
WNy 


EXPLORES — 
THE UNKNO 


Bow Tatch, PEEK*A* BOOT Sales 
Manager, was not at all earth-bound 

in his search for product development. 
He’s had our designers “‘in orbit’ for 
many months now and it won't be 

long before they'll ‘blast off’’ with new 
lines for the entire family that 

make PEEK*A*BOOT an even better 
buy for you... and your customers! 


WAREHOUSES: 136 TICHENOR STREET, NEWARK, N. J. 
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PEEK «A+ BOOT, INC. 


1600 So. Flower Street 
Los Angeles 15, California 
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* 2400 SOUTH ASHLAND AVENUE, CHICAGO, ILLINOIS 


Editorial Outlook 
[CONTINUED FROM PAGE 15] 

A surprisingly large percentage of 
those questionnaires takes a very 
dim view of pointed toes. Women ap- 
parently like their looks but com- 
plain bitterly of the way they fit 
most feet. One woman says “you 
simply can’t wear them with any 
degree of comfort all day at the 
office.” Then, she asks why attrac- 
tive, sensible styles are not more 
readily available. Another resents 
the fact that she gets excited about 
a window shoe and then finds out 
that the store does not carry the 
style in her size. The lady wears a 
12 AAAA. 

The most serious and most fre- 
quent indictment made is the charge 
that the men on the floor lack under- 
standing of the customer and show 
little interest in their work. Many 
feel, too, that salesmen do not spend 
enough time finding out what the 
customer wants and trying to fit 
them. 

Even though the size of the sample 
which answered the questionnaire 
may be limited and granting that 
the respondents may be more critical 
than most customers, their replies 
suggest strongly that shoe retailing 
has not done much of a job in selling 
its product and itself. It suggests 
too, that many of the very qualities 
which we consider our strongest sell- 
ing points may, in fact, be our 
greatest weaknesses. 

Correcting these misconceptions 
among consumers will not be accom- 
plished by elaborate national adver- 
tising either. Obviously, it is far 
more personal and must be accom- 
plished within the store. The results 
of this questionnaire demonstrate 
the vital importance which consum- 
ers place on service and courteous, 
intelligent treatment by selling per- 
sonnel. It demonstrates too, the abso- 
lute necessity for salespeople to be 
well qualified in their work. 

Many of the complaints brought 
to light by the questionnaire are 
completely unjustified. The practical 
economics of shoe retailing elimi- 
nates many of them from considera- 
tion. There are others which can be 
corrected. 

Continuous work in sales training 
and building morale with our sales- 
people would seem to be the best 
way to change this negative think- 
ing on shoes with the consumer. 
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St. Louis 


Sr. LOUIS shoe manufacturers indicate that conditions 
are more than satisfactory at present. Plants are at capac- 
ity levels, with overtime showing up at several factories. 
Although two or three local firms are advertising for shoe 
workers to fill employee gaps, the labor picture appears 
reasonably quiet. Some merging of territories and sales 
forces has been noted for one higher priced women’s dress 
shoe and casual firm, with a few heads rolling in the 
consolidation. 

Manufacturers are eyeing the improved inventory situa- 
tion at retail with delight and with the anticipation that 
second fall road trips will find considerable stimulation of 
buying. 

Spring shoe designing and preparations for the October 
Chicago show are getting full attention here. Newsworthy 
activities are many. Town & Country Shoes has introduced 
a new heel height, 23/8, to its 2/8 to 18/8 line. Response 
has been good. Incorporating a very thin heel and pointed 
toe, the newly added dress shoes are aimed at the young 
sorority member or careerist who is happiest in 17/8 heels, 
but who demands one pair of dramatically high heels for 
very special occasions. Town & Country hopes to extend 
its importance as a brand to the consumer for a longer 
number of years through the high heeled addition. The 
move runs against the national trend to lower heels. 

International Shoe Company has introduced a new line 
of high fashion women’s shoes named Panorama to retail 
at $14.95 to $16.95. The firm has also added a new line 
of women’s, teenage and juvenile shoes designed to bridge 
the gap between the fall and spring selling seasons. 

International’s Fun-Shus will have coordinated cloth 
handbags available in mid-fall. Canvas shoes for all ages 
are developing an almost year-round concept, according to 
an International spokesman, with their popularity begin- 
ning to ignore seasons as such. Fun-Shus sales are now 
more than three times the volume than when the line was 
introduced several seasons ago. 

Five key salesmen of the Robin Hood division of Brown 
Shoe Company were called into the home office to help 
select patterns, colors and materials for the new spring 
line. Initiated three seasons ago by sales manager Roblee 
McCarthy, this type of advance meeting, with many fingers 
in the selections pie, has been extremely helpful in devel- 
oping a well-balanced and good selling line, the company 
reports. 


Los Angeles 


No question but local production is better than it has 
been for some months. It can’t be said that we are out of 
the woods but either conditions have improved or manufac- 
turers have gotten used to it because little recession talk is 
heard any more. 

The hustlers have been hurt the least. Some of the sales 
reps have been ringing more doorbells lately than in years, 
but they are keeping their order books working. 

It may be only wishful thinking, but most manufacturers 
seem to feel a fine fall and winter season is in the offing. 
There may have to be some re-adjustments as to which 
category should carry the bulk of the line, since some 
down-grading in price is evident. They can’t cut prices any 
and maintain quality so they are turning attention to less 
expensive shoes to produce. It can’t be called a price break 
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—yet—but the up-grading on the part of the customer that 
has been going on for years has definitely slowed. 

It seems strange that in view of this situation so Jittle is 
being done by the industry as a whole to sell the public on 
the desirability of shoes. A recent fashion show was held at 
the Biltmore. The Grand Ballroom was full of monied, top- 
flight prospects. Some dozen girls paraded over 50 styles in 
an hour-and-a-half presentation. Yet the commentator and 
producer of the show made nary a single romment about 
footwear worn by the girls, even though she commented in 
detail on everything else the girls wore from the skin out. 

You’d have thought they were barefoot. A wide-awake 
industry would have had a representative on her like a 
cyclone, telling her no more loaned shoes for her shows 
unless she pitched for them, too. We checked with the pro 
ducer a week later; found that not only had no one con 
tacted her; she was not even aware she hadn’t mentioned 
shoes. 

When the industry wakes up, maybe the buying publi 


will. too. 


New York State 


SHOE production in New York is going along satisfac 
torily. Manufacturers have good cutting on hand, perhaps 
not as heavy as they would like but enough to keep them 
busy for the next two months. Generally, at this time of 
the year. they would be worried about getting the overflow 
of orders out; but many of them don't have that problem 
right now. 

Representatives are out on the road, as far 
California and south to Florida, showing the first line of 
holiday and formal shoes for the seasons ahead. Reaction 


west as 


to the new shoes is reported good. The emphasis seems 
to be on dressier types than in the past. Colors will be 
brilliant. Fabrics will be and lavish—rich 
satins, silks, especially in paisleys; Japanese lame weaves 
Many of them will have satin linings. 

There is also a feeling for gold as a trimming or piping: 
and this is expected to carry over into spring. It looks like 


sumptuous 


a greater acceptance of opened-up types next season, spe- 
cifically on the west coast. In New York, for the present, 
the proportion is still about ninety per cent closed to ten 
per cent open types. 

The shoes that are being made up now are mostly in 
black calfskin and black suede; very often combined with 
a sumptuous fabric in the same color. 

Manufacturers of children’s shoes report good business. 
They are rushing the deliveries of shoes that were ordered 
for early fall and back-to-school and, at the same time are 
starting to put together their samples for the next season 

Generally, the New York manufacturers are optimistic 
about maintaining good business. They feel that retail in 
thin 
creased orders if merchants are not to lose sales because 


ventories are pretty and must be bolstered by in 


of insufficient stock and selection 


Milwaukee 


Mant FACTURERS in Milwaukee report that they are 
finding it difficult to come up with a solid formula that 
will enable them to gain ground on last year’s totals. Fac 
tory salesmen relate that their dealer accounts are issuing 
dampening complaints about being caught with slow moy 
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Porsonalities ........ 


RUTH RUBIN 


BUSINESS 
petite, 


operated hy i 
polio-lamed —red-head 
who runs a clearing house for 


folks 


foot, is rapidly reaping renown amone 


with different-sized feet. or one 


the nation’s multitudes who have to 
buy a pair of shoes and throw one 
away or whose feet are so deformed 
or otherwise mismated that they must 
buy two pairs of shoes to obtain one 
single set of footgear. 

This needless expense is eliminated 
hy Ruth C. Rubin. who single-hand- 
edly founded N.O.S.E. (National Odd 


Shoe Exchange. ) 


Gives World-Wide Service 
ach new outbreak of polio. each 


new war casualty list. each year of 


increasing trafhe accidents swell the 
ranks. Many 


they could do something to help these 


shoemen have wished 


people with foot problems. One cour 


ageous woman has done it. in~ het 
time. 
All over 


and bless the name of Ruth Rubin. 
that 


spare 
the world. people know 
Miss Rubin is so well known 
the postoflice has delivered letters i> 
her addressed simply as “Off Shoe 
Hobby- 
ist.” “Bureau of Mismated Shoes.” 
and even “Ruth, Odd Shoes.” 
The National Odd Shoe Exchange» 


functions as a clearing house which 


Center”? “Unmatched Shoe 


and 


brings together people who can. be- 


tween them, as in the case of one- 
legged amputees, buy one single pait 
of shoes that will fit both victims. 


It creates contact between disabled 


person with mutual shoe problems: 
aids them in finding “solemates.” 
Miss Rubin has collected thousands 
ol names of these people, and het 
filing system indicates the sex, cas- 
ualty. name and address of each regis- 
trant and exact measurements of the 
shoe or shoes required. She matches 
cards to find two people who can 
wear the same sizes. then notifies 
From then on, the registrants 


Miss 


not handle the actual shoes. Through 


are on their own. Rubin does 
correspondence, the registrants work 


out solutions to their) own mutual! 


problems. 


How Business Started 


Lamed by polio. Miss Rubin knows 
the frustrating problems of the “mis- 
mate” whose closet piles high with 

unusable shoes. 


the 


unused. each a grim 


felt 


there must be others in her position 


reminder. of disability. She 


and a letter to a local polio organiza- 
tion in her home town. St. Louis. Mis- 
souri, brought her a list: of crippled 
persons. She wrote to them and out- 


lined her idea. She found herself 


abruptly in possession of an absorb- 
Within a few 


fast-growing list 


ing spare time hobby. 


months. she had a 
of people seeking help. 

Letters poured in. grateful letters 
thankine 
work: letters 
who had. 


“foster 


her for her humanitarian 


not only from people 


through her. found thei: 


legs.” but) from physicians. 
clinies. welfare and veterans’ agencies 
from appreciative shoe- 


and even 


men, 


Charges Registration Fee 


An annual registration fee of $2.00 
provides the service. and many of the 
people she has helped have come to 
see Miss Rubin. 


found her own “mismate.” 


She herself verv earlv 
2000 miles 
from her town, but now they live in 
the same area and the two of them 
shop together for shoes. 

Ruth Rubin’s address is 1415 Ocean 


Front, Santa Monica, California. 


St. Louis Gets First 
Self-Service Outlet 

ST. LOUIS—A 
outlet, the first in 
Louis, opened informally last month 
to handle men’s, women’s and chil- 
dren’s low-priced pairs. Named Shoe 
Land, the store occupies leased space 
on the corner of Seventh and St. 
Charles Sts., amid the main traffic 
flow between two of St. Louis’ major 
department stores. 

A project of Marsha Shoe Com- 
pany, 503 North 12th St., Shoe Land 
staged an opening week sale with 
women’s and children’s ‘“$3-$4-$5 
featured at $1. 

According to a spokesman for the 
Marsha Company, the store’s formal 
opening will be held later. Early 
response to the store has been good, 
he indicated, with active selling 
despite the fact that no advertising 
for window 
posters. Signs that shop- 
“come in and look around” at 


self-service 
Ou. 


new 
downtown 


” 
shoes 


has been done except 
suggest 
pers 
the “branded 

Quarters for the new Shoe Land 
well-lighted, furnished with a 
generous quantity of black-and- 


brass plastic-covered try-on chairs, 


shoes.” 


are 


and display shoes in boxes on wall 
shelving and on slanted aisle shelv- 
ing. Pairs are grouped by price anc 
by category, with heaviest emphasis 
on women’s patterns over men’s and 
children’s. Four or more salesmen 
assist customers in selecting and fit- 
ting if help is requested. 

Dave Morrison, who has been as 
sociated with Marsha for a number 
of years, is manager of the new Shoe 
Land. 


Schuster’s to Open Downtown 
Shoe Shop in Milwaukee 
MILWAUKEE 


downtown 


Schuster’s plans 


to open a women’s shoe 
shop in the near future, Ralph T. 
Friedman, president, has announced. 
Schuster’s now operates four depart- 
ment stores in the Milwaukee area. 

Mr. Friedman said the new store 
will carry a complete line of dress 
shoes, duty for 
nurses, technicians, and beauty shop 
personnel, and a complete line of 
sports shoes. Rubber footwear and 
cold weather boots will also be avail- 
able, Mr. Friedman added. Remodel- 
ing and decorations have been han- 
dled by Raymond Loewy of New 
York. 


walkers, shoes 
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Manufacturing News 
[CONTINUED FROM PAGE 59] 


ing summer goods. As a result, they are keeping a very 
close watch on their inventories. The average dealer is 
making his fall and winter commitments cautiously. 
Despite these claims that first half 
slightly, manufacturers tend to display considerable opti- 
mism for the balance of the year. Surveys within the last 
month made by several shoe producers here lead company 
executives to the conclusion that a fall upturn in footwear 


sales are down 


is very likely. 

Much of this optimism is based on knowledge that store 
inventories are appreciably under those held last year. 
\lso pointing to brighter days in the offing, is the view 
that factory employment throughout most of the nation is 
expected to move upward this fall and winter to near 
normal levels. Work shoe lines in particular, are expected 
to benefit from the anticipated rising employment curve. 

Shag type leathers and the desert type shoes for women’s 
casual wear are reportedly making a strong impact. These 
numbers are selling well to college age levels and to sub- 


urban dwellers. 
Chicago 


A COMPLEX problem has appeared rather generally in 
the shoe trade in the Chicago area. It’s a matter of low 
inventories and shortages in fall shoes ranging all the way 
from the retailer to the manufacturer. Retailers began 
their fall selling season with late deliveries and low stocks 
of dark Manufacturers had correspondingly low 
reserve backlogs. 

This is the result of the economic situation of the past 
17 months which only saw the sales decline reversed in 
May. There has been poor summer weather and a lag in 
-ales on whites and summer goods. But sales of dark shoes 


shoes. 


held up, cutting back inventories. However. retailers held 
off in placing fall orders and many were extremely late in 
doing so. The small retailer had to wait until improved 
May business gave him some additional encouragement as 
well as working capital. 

Many department store buyers didn’t receive manage- 
ment approval until the improved sales figures showed up 
on the records. Late orders delayed production runs, and 
most factories are still behind. This is due merely to the 
delay and not to the fact that factories have more business 
than they can handle. 

Deliveries have been two to three weeks behind in some 
cases. Retailers weren't able to sell many summer shoes, 
but they have needed dark types. Both school shoes and 
women’s fashion shoes were late in coming in. This in 
turn has delayed placing of fill-ins, re-orders, and of 
course, second orders. So the lag will probably continue 
for sometime. 

Manufacturers have also been faced with a problem of 
collections. Some retailers are still paying for spring 
shoes, and haven’t even started to pay for fall deliveries. 
This has meant an unusually heavy amount of funds tied 
up. It has meant reluctance all the way back to purchase 
of leather for cuttings. 

Retailers at this point are hungry for shoes and_ will 
probably get more so as they go into the fall selling peak. 
But they won’t be able to do much about it until there are 
some backlogs at the warehouses. For the first time in 
several years in-stock departments have also been cut way 
back. There has been little reserve to fall back 
This has been true even in regular in-stock houses. Other 
manufacturers have reduced their range of styles in in- 
stock and concentrated on sizes. There is good reason to 
believe this latter trend will continue. 


upon. 
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.. 80 light, so flexible, so resilient, 
you can roll them up... 


right in the palm of your hand. 
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Texas Brothers Switch to Shoe Supermart 


SAN ANTONIO — After more 
than a quarter century of conven- 
tional shoe retailing Jack and Paul 
Zimmerman had a lot of selling ex- 
perience to apply in planning a 
and the result 
supermarket. 

Name of the new Tova 
Shoe Mart; it has set the pattern for 
two other shops. The atmosphere 
is designed to encourage the shopper 
to “help himself.’ This idea is pro- 
moted by the layout of the store; 
here’s how: 


new store is a shoe 


store is 


First, there are signs which say, 
in various ways, “If you need help 
in making a selection call us.’’ How- 
ever, no salespeople make a move 
to help the customer until requested 
to. They want the customer to help 
himself. And he does. 

Other signs tell the 
to bring their selections to the front 
to be checked out a supermarket 
technique. 

The 


counter are located at 


customers 


register and checkout 
the front of 
the store, right to the shiny 
turnstile. This more to 
the atmosphere of the supermarket. 

People who come in for the first 
time seem baffled, according to the 
Zimmerman brothers. They are edu- 


cash 


next 


adds even 


cating the public to get used to it. 
At present they place an advertise- 
ment in each issue of the Southside 
Reporter, a weekly throw-away shop- 
per serving the south and southwest 
San Antonio. 

After shoppers have bought shoes 


side of the city of 


at the Mart once they seem to be 
much more at 
thereafter. 


home each time 


Prices Are Popular 

all the public likes the 
prices they see on the shoes in the 
Shoe Mart. They also seem 
to like the operation. Of course this 
is the goal behind the Zimmermans’ 
planning. They want shoppers to 
feel they have the freedom of a 
supermarket which 
select 


narily. 


A be ve 


Tova 


leads them to 


more than they would ordi- 


“This is no outlet operation,” said 
Mr. Zimmerman. “In an outlet op- 
eration you buy in job lots. We do 
not buy that way. 

“We buy from 
in the standard 
tinued. 


regular sources 


manner,” he con- 
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However, the Zimmerman broth- 
ers feel they cannot depend on a 
few sources for their merchandise. 
They must have a number of sources. 
For instance they purchase 
their merchandise from 20 suppliers. 
In their conventional operation they 
had only three sources of supply. 

One company may specialize in 
flat Another may be out- 
standing in their men’s work shoes, 
and so on down the line. 
is special for a certain style or num- 


now 


casuals. 
Each source 
ber. 


No Wrappings, No Frills 

Tova has no sales tickets, no pack- 
age wrapping, no fancy fixtures, no 
carpets on the floor, no plush dis- 
plays, no window dressing expense 
and none of 100 other items which 
contributed to the high cost of op- 
erating the store which they for- 
merly operated on Houston Street. 

Here’s how the Zimmerman broth- 
ers display their stock in the store. 
All sizes and prices are grouped. For 
instance everything in women’s size 
7 shoes is in one place. All size 
8s are together and so on. 


All sizes are consecutive and pro- 


gress from the smallest size up. De- 
partmentalization is cut to the mini- 
mum. Departments consist of men’s 
and children’s — everything else is 
combined. 

At first the Zimmermans separated 
shoes into the various departments 
by style. They found this contrib- 
uted to the customer confusion. Now 
they have all women’s styles com- 
bined as to and price—high 
heels, low heels, flats, casuals, dress 
—all of them are in one spot to 
make it easier for the customer to 
make a selection. All prices are 
marked on the box and in a place 
easily accessible for the shopper. 

Their advertising has one theme. 
To tell people they can select shoes 
of good quality with a minimum of 
bother, without the high-pressure 
salesman. 


size 


Conn. Firm Opens 4th Store 

WATERBURY, CONN.—Eli 
Moore, Inc., has opened its fourth 
store in this city at the Water- 
bury Shopping Plaza. According to 
Charles Cohan, shoe buyer, the firm 
now has four shoe departments for 
children and teenagers. He said his 
company is the largest Stride Rite 
outlet in Connecticut. 





Far Eastern Motif at Suburban Wanamaker’s 


Quality atmosphere is reflected in women's shoe department in new John Wana- 
maker branch department store at Jenkintown, Pa., near Philadelphia. Flannery 
and Associates, Inc., of Pittsburgh, designed and planned the store in collaboration 
with the company's store planning department. Features are gold-topped, pagoda- 
like display cases, custom-designed chandelier, bamboo motif of wall dividers and 
white metal chairs, and Shoji panels with soft back-lighting. Aqua silk cloth 


covers the back wall. 


Chairs are blue and green. 


Color and design details 


combine fo give a Far Eastern effect. 
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One out of three teenagers will see this | SOLD ONLY IN THE FINEST STORES. 
ad in the September SEVENTEEN | 
A 


What 

goes best 
with 
everything, 
everyday? 


PRE-WALKERs 


FOR THE 
CARRIAGE 


MOXEES 


of course! 


MOXEES flats, perfect abbreviation of flattering . . . to frankly butter up ail your 
carefree and casual things . . . reduced to sweet nothings of pure style, lightness 
and perfect fit... at $7.95 and $8.95 (some slightly higher.) 


... this ad in the October SEVENTEEN 


What : fr \\ om» PLAY-PEN 

goes best i. . 
to school . al , oy, it 
or p No. 5050 [ 


bo fcibat| | Saas’ 
Pt 


LS lal 


stadium? , : ; 
| | Flexible... with midsole! 


ie f 


4, 


FOR 


,} RAMBLING, 
SLEIGHBELLES ROMPING, & ta 


a aie 


MOXEES “4 FIRSTSTEPS iB 


of course! # 


Goodyear stitched leather sole! 
SLEIGHBELLES y Bb 


Makes rw winds sweet music .. . ‘cause Sleighbelles are snug, warm and 
- Acrilan lining, special weatherproofed leathers . . . just ag light For complete coverage, Buntees meets your every 
as your dance shoes . . . from $10.95 to $14.95 (some slightly higher.) need .. . from carriage thru walker stages with 


Will they be able to see the shoes in your store? | lightweight, flexible, all-leather baby shoes. 
Belgrode Shoe Company Auburn, Maine & R. J. POTVIN SHOE CO.. BROCKTON, MASS. 
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°59 Line in Loose-leaf Book 


The several lines of side leather produced by the Colo- 
nial Tanning Company including the smooth types as well 
is the various specialty leathers, punched leathers and per- 
lorated leathers. and the new line of patent leather colors 





coo AL 
we COMPA 
wc 


uw 
TAN! 


Loose-leaf book presents Colonial Tanning ‘59 line in con- 
cise and compact manner. 








hao spring have heen made up in loose-leaf book form. 
The book presents to the customer in a concise and com- 
pact manner, almost every type of side leather and patent 
leather being made by the company. A> spokesman for 
Colonial said the loose-leaf idea has produced a great deal! 


of favorable comment 





SHOE ENOUGH 

by BESS RITTER 
A; THOUGH we know that people have worn shoes ever 
since they have been recording their history, no real 
attempt was ever made at machine manufacture until the 
late 1700's, and the step by step chronology is worth 
reviewing: 

1790) Thomas Saint. an Englishman. invented a sewing 
machine intended principally for leather work. It con- 
isted of a vertical awl which pierced a hole in the leather 
for the thread to pass through. 

During the Napoleonic campaigns another Englishman 
Sir Isambard M. Brunel, built a clamping press for join 
ing the uppers to the sole. He employed crippled soldiers 
ind produced as many as four hundred pairs a day. But 
when the war ceased. the shoemakers discarded these 
machines and returned to their old) methods of joining 
the upper to the sole with wooden. pegs. 

810 A similar clamping press was invented by an 
\merican. At about the same time. two Frenchmen. 
Gengembre and Joliciere, worked out a different type ol 
clamping press. 

1822. -A German shoemaker. Brecht of Stuttgart, con- 
ceived of the use of screws for joining soles and uppers 

1829 -An American, Nathaniel Leonard, of Merrimac. 
Massachusetts, perfected a machine for nailing shoes to 
vether. Another American shoe-manufacturing innovation 
of approximately this period included a lathe which was 
invented by Thomas Blanchard of Sutton. Massachusetts. 
lor turning out gunstocks, but because it could) shape 
invegular forms easily. it was valuable for wooden lasts. 

1830 The New England idea of using a complete set 
of diagram patterns for the cutting of shoes, instead of 
relying upon the skill of the cutter. was first put into effect. 

810° —Counters were first manufactured for boots and 
shoes. as were rolling machines which compressed leather 
ina minute, doing away with lapstone and hammer. which 
required a full hour of time and laborious effort. 

181 Elias Howe of Spencer, Massachusetts, patented 
his sewing machine. Although it was originally intended 
for cloth, it was soon adapted for sewing leather, first 
with plain thread. later with a waxed thread. 


60 


1851—Isaac M. Singer patented his machine with a 
foot treadle. 

1858—The greatest of all shoemaking machines was 
invented this year by Lyman B. Blake. It sewed soles and 
uppers together, and was ultimately perfected as the 
McKay sole sewing machine and patented in 1860. It 
lightened shoe construction by making it possible to build 
shoes with thread instead of pegs and nails. Its severest 
test came with the outbreak of the Civil War and the 
tremendous demand for soldiers’ shoes. “Straights,” that 
is. shoes that had neither rights nor lefts but were iden- 
tical for both feet. finally disappeared. “Crooked shoes” 
(shoes that were designed specifically for the right and 
left feet) were first worn by soldiers and became so pop- 
ular that they were adapted for civilians. 

Many improvements in machines followed, the most 
outstanding being the Goodyear welt machine. This device 
made it possible for the welt to be sewed to the uppet 
and outer sole at the same time by means of a curved 
needle. 

Power to run the machine was first furnished by man- 
power i. e.—several husky men. Horse power followed 
until the last decade. when the electric motor ultimately 
took over. 

1920 Although boots and shoes with cemented soles 
were first manufactured in the 1850s. the manufacturing 
process wasn’t successful until that year. Now a third 
of the annual output of footwear is manufactured in this 
manner. 

The American Indian. prior to and during the invasion 
of the white man. designed his moccasins in all sorts of 
styles. Before the introduction of beads, for example. 
porcupine and bird quills were used to ornament the 
moceasin uppers. These were so arranged as to conform 
to the tribal design. and even to this day the same pattern 
is carried out carefully and great significance is attached 
to it. Sometimes trailing leaded thongs were placed at the 
heel, so that it could be determined. by the number of 
marks left in the snow. whether a friend or a foe had 
passed by. On some of the more modern moccasins. piece- 
of tin or brass which had been purchased from white 
traders. were arranged around the top so as to make a 
cheerful tinkling sound. 

All shoes were fashioned by the squaws of the tribe. 
during the summer months, because the hair on the skins 
of animals is short and not too thick at this time of yeat 





The Italian Touch 


B. D. Eisendrath Tanning Company, Racine, Wisconsin, tells 
how to translate and merchandise the Italian Influence 
in this most unusual and attractive folder. Featuring the 
Firenze and using the catch line “Sicola di dovere caratter 
e’ romanzo,”" which, translated, means “Leather of Beauty, 
Character and Romance," and smart line drawings in 
black, gold and soft gray, the folder is printed on a parch- 
ment. Three swatches of Firenze Calfskin Superba, died 
out in the shape of the foot silhouette of Italy, are used 
on the center spread. The city of Firenze is located on 
them with a gold dot. 
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New Moulding Machine Makes 
All-Plastic Shoes 


The all-plastic shoe. long discussed as a “possibility,” 
is now a reality. It will shortly be a commercial reality. 

A recent demonstration of the Foster-Wucher injection 
moulding machine, held at the offices of International Vul- 
canizing Corp., Boston, showed how the all-plastic shoe is 
made at the rate of two pairs a minute. That’s a completed 
shoe. ready to wear. 

The machine, a French-English product that will be 
distributed on a sale-only basis in the U. S. through Inter- 
national Vulcanizing Corp., has ten stations. This means 
that ten shoes, or five pairs. can be produced at one time 
in a single cycle. 


This injection molding machine, now being used in France, 
will make in one hour 120 pairs of all-plastic shoes— 
ready to wear. 


Only two operators are required to operate the entire 
apparatus, which pours out finished footwear at the rate of 
120 pairs an hour. One operator handles the mechanical 
controls. while the other operator removes the shoes from 
the moulds as they've completed the cycle. This same ma- 
chine, incidentally. can also produce an endless variety o! 
other products—plastic heels. heel bases. or anything from 
ash trays to waste baskets. All that’s needed in each case 
is an appropriate set of moulds. This means that in a 
slack season or period for footwear production, a switch 
can be made to some other product so that the machine 
and operators have no non-productive or idle time. This 
of course. helps to write off the cost of the machine (ap 
proximately $28,000——plus cost of moulds) much mor 
rapidly. 

The plastic in the shoe is polyvinylehloride. though 
other plastic compounds can be used. The raw plastic 
starts as sort of rubberized granules. It drops from a= bin 
into a hopper, then into a heated (360 degrees F.) tube 
which almost instantly melts the granules into a molasse- 
like substance. With each turn of the machine, a nozzle 
at the end of the tube automatically presses against a 
mould, shoots the fluid-like plastic into a hole. The mould 
inside is immediately covered with the plastic. That's the 
“injection” part of the process. 

Then comes the pressure. which is only 2,300) pounds 
(as compared with about 50.000 pounds required on regu 
lar injection moulding machines). The pressure is applied 
to the plastic around the mould. This plastic solidifies in 
a matter of seconds-—-presto, a finished shoe. The shoe i- 
taken off the metal mould, much in the same manner that 
a shoe is taken off a wood last. 

The moulds for this machine. incidentally. take about 
three months to make. But these are aluminum moulds. 
which cost less than $1.000 each. This is 65 to 80 per cen 
less than the cost required for steel moulds. Reason fo: 
the low cost (and the reason why the less expensive alu 
minum can be used) is the low pressure required by this 

| CONTINUED ON PAGE 66! 
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What's in a Shoe 

and How to Sell It 

CONTINUED FROM PAGE 43 | 

and shape and decorative ef- 
And buckles still 

being designed, because a new style 


size 
tects. new are 
of shoe may call for a new version 
of buckle. 

Incidentally, there are two basic 
kinds of functionai buckles — the 
simple strap buckle, and the roller 
buckle. The latter costs more, but 
it’s wear and 
tear on 


designed to reduce 
the strap. 

Ornaments are designed to apply 
to various places on the shoe. An 
ornament may be placed on the toe 
instep, on the quarter 
or back or heel, on a strap or even 
on the edge of the sole. 


or vamp or 


How are shoe ornaments “styled”? 
Where the shoe and ornament 
designers get their ideas? What 
influences design of shoe ornaments? 


do 


Sources of Ornament Ideas 
First, where does a shoe ornament 
come from? From almost 
anywhere. From trends in clothing 
and apparel; from new shoe designs 
or fashions; from costume jewelry; 
from current events or fads; or just 
pulled out of thin air. 


“idea” 


This certainly doesn’t mean that 

hit-or-miss Orna- 
designers must keep a keen 
eye on footwear trends, and trends 
affecting footwear styling, in order 
to adapt their ornament designs in 
keeping with these trends. 


it’s a business. 


ment 


Take the currently popular needle 
for example. This has had a 
strong influence on shoe ornaments. 
First, because so many of the needle 
toes were made on pumps, they cut 
down buckle consump- 
the same time they 
ornamental treat- 
vamp to counter- 
look of the 
toe. And furthermore, they created 
a demand for a new type of orna- 


toe, 


sharply on 
But at 
for 


on 


tion. 
called more 
the 


balance the elongated 


ments 


ment brought in specifically by the 
needle toe. This was the tiny toe 
plate—a little piece of metal on the 
sole at the pointed toe tip—to pre- 


vent excessive wear at this 


And 
item, 


spot. 
functional] 
sprouted 
effects 


from this simple 
the 


variety of 


has 
ornamental 
“fenders”’ ) 


toe plate, 


around 
the rim of the toe on the upper of 


(they’re called 
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the shoe. And suddenly toe 


ments are popular. 


orna- 


Ivy League styling brought in the 
buckle in the back of the shoe. Light, 
cpen and airy shoes tend to create a 
demand for smaller ornaments, and 
closed shoes for larger ornaments. 
Italian or Continental styling in 
shoes has brought in more metallic 
trims, even in men’s shoes, such as 
small buckles, functional or decora- 
tive. If the current fashion trends 
convey an Oriental or Siamese or 
Turkish mode, then this will be 
reflected in shoe ornaments as well 
as in shoe styling. 

The actual designing of the orna- 
ment is done by any of several 
sources: the ornament firm designer 
or its salesmen; shoe designers, 
stylemen. For example, a shoe de- 
signer will create a new pattern 
based on the needle-toe last. What 
kind of ornament should be used? 
Because the competitive factor is so 
important in shoe styling, the de- 
signer may create or draw a design 
of his own, then have the ornament 
firm make it up for that shoe. 

Ornament firms themselves create, 
among them, many hundreds of new 
design ideas or ornaments each year. 
Stylists or shoe manufacturers look 
these over, select certain ones which 
they think are ideally suited for new 
shoes in their lines. Or they will 
ask the ornament firm to 
several ornament ideas for specific 
shoes in their lines. 

Then there is the influence of the 
daily newspaper headlines, or fads, 
which create “trends” in shoe orna- 
ments. The influence of rock-’n-roll, 
for instance, brought a variety of 
symbolic ornaments which proved 
popular in teen-age shoes. The 
launching of Sputnik was followed 
by many versions of Sputnik orna- 
ments for kids’ shoes. Davey 
Crockett, Mickey Mouse, Donald 
Duck, be-bop, and just about any 
other juvenile fad you can name, 
have had a reflected expression in 
shoe ornaments. 


create 


frequently are new orna- 
for shoes? While 
ornament styling follows new shoe 
styling quite closely—that is, intro- 
duction of new lines for fall and 
much between-season styl- 
designing is done. Thus, 
ornament designing is actually a 
year-round operation. It isn’t so 
much a matter of coming out with 


How 


ments designed 


spring 
ing or 


a new ornament line each season 
as it is a matter of constantly adding 
to the line (and a “line”? may con- 
sist of hundreds of items). Certain 
staples stay with the line year in 
and out, while others may have a 
life of from a few weeks to a couple 
of years. Nevertheless, the lifeblood 
of the ornament 
new items. 

An ornament firm will introduce 
from 50 to 500 new items a year, 
depending upon its size and creative 
ability. A new ornament may be 
launched with equal success in a low- 
priced chain store shoe and in a 
highgrade, high-style line. Of all 
the new ornaments created yearly, 
however, only about half are suc- 
cessful. And the average life of a 
new ornament design is about six 
months to a year. Hence the need 
for tremendous styling turnover. 


shoe business is 


Just as in shoe business or any 
other fashion business, piracy of 
ideas is a problem in the shoe orna- 
ment business. And most ornament 
firms are resigned to this problem, 
feeling that it cannot be solved any 
more than in other fields of fashion. 


Tooling Up 


an automobile maker 
up” when a new car 
design is introduced, so must the 
shoe ornament maker tool up for 
his new designs. A metal or plastic 
ornament, for example, requires one 
or more dies, depending upon its 
number of parts. The cost for the 
dies for one new ornament may run 
anywhere from $300 to $1,000. 
Therefore, if an ornament maker 
produces 150 new creations a year, 
his tooling costs alone could run as 
high as $50,000. Figuring the risks 
involved in selecting “hit” styles, 
shoe ornament makers must be keen- 
ly alert to all style trends to avert 
costly mistakes or duds. 


Just as 
must “tool 


Moreover, because so many orna- 
ments have a short life without 
time enough to gain mass distribu- 
tion, these items usually can’t be 
made in assembly-line fashion to 
cut investment and production costs. 
Further, many ornaments require 
some hand work, such as setting of 
stones in the ornament. This adds 
to cost because it slows output. As 
a result of high tooling costs, more 
and more ornaments using metal 
are being made by a casting method, 
which by-passes much of the tooling 
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expense and_ speeds_ production. 
Ordinarily it requires up to two 
weeks to make a new die for a new 
ornament. 

Quality is an important factor in 
shoe ornaments. For example, take 
a simple buckle. If a proper finish 
isn’t applied to the buckle, it will 
quickly tarnish—even while the shoe 
is new. The tarnish may rub off on 
the strap or stocking, or discolor the 
shoe upper. The finish is important. 
The buckle undergoes various con- 
ditions during the shoemaking 
process. For example, it may be 
exposed to moisture (hence tar- 
nishing or rust) while the shoe is 
mulled; or chemicals in the shoe- 
making process will affect the finish; 
or shoe sprays. This can happen on 
high-priced as well as on low-priced 
shoes. Hence, an indicator of quality 
in an ornament is the quality of its 
finish, so that the ornament stays 
new-looking through the life of the 
shoe. 

How are shoe ornaments attached 
to the shoe? By various methods. 
However, the large share of it is 
handwork. Because there‘s such a 
tremendous variety of designs or 


types of ornaments, no universal or 
simple ornament attaching machine 
can be devised. In fact, the orna- 
ment maker often must furnish the 
shoe manufacturer with special tools 
for attaching a new kind of orna- 
ment. Thus, the factory 
frequently must be set up to handle 
each new ornament differently. 


shoe 


How It All Started 

Shoe ornaments have a fascinat- 
ing history. A book could be written 
about them. However, we’ll restrict 
ourselves to some of the highlights. 

Mention of shoe ornaments—that 
is, decorative applications on shoes 
—can be traced to the earliest writ- 
ings known to mankind. The ancient 
civilizations of Egypt, Babylon, 
Greece, Rome, China, Persia, Meso- 
potamia, etc., found the shoe orna- 
ment an important part of footwear 
adornment. Even the buckle, 
which we tend to think of as a rela- 
tively modern invention, 
traced back to 1,500 years B. C. 


shoe 


can be 


In those days, the shoe ornament 
was a kind of insignia that sym- 
bolized wealth, the ruling class, or 
high social position. Shoe ornaments 


PACIFATE 


PROTECTED GERMICIDAL SHOE LININ 


Ny 


Preserves leather from drying and cracking 


Retards holes in lining 


Keeps shoes from getting out of shape 


Prevents bacterial decay, 


mildew and odor from perspiration. 


That’s why more and more consumers buy shoes 


with the PACIFATE tag. 


Used by leading manufacturers of men’s, women’s, 


children’s and babies’ shoes. 


OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 
PACITWIN — two-in-one, flannel and drill wrinkle-free lining 


PACIDURA — non-fray, shrink resistant, cotton lining 


PACITEEN — especially for slippers, dyed suede finish lining 


is the ONLY lining ever approved by The National Foot Health Council 


PACIFIC MILLS DOMESTIC CORP.,an affiliate of WAMSUTTA 


September |, 1958 


were expensive, for they were made 
of genuine gems—diamonds, rubies, 
emeralds. The ornate shoe ornament 
became a highlight of footwear for 
many, many centuries thereafter. 
Decorative effects on footwear often 
knew no bounds. Cleopatra, canny in 
her ways to attract the male eye to 
a trim ankle, wore small live snakes 
as anklets around her sandals. 

The 
encrusted shoe ornaments could run 
as high as $150,000 a pair, such as 
those worn by France’s King Louis 
XIV. 
ments was common practice among 
the upper classes, for footwear, and 
its ornamentation, was a mark of 
wealth and social position. 

An example of the huge size and 
importance of the shoe ornament 
business in the 18th century is 
indicated by the fact that in Birm- 
ingham, England’s ornament 
center, some 20,000 craftsmen were 
employed in this Near the 
close of that century, the shoe lace 
was introduced, became popular. The 
ornament craftsmen 
to the royal authorities, and for a 
time further 
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cost of these lavish, jewel- 


Extravagance for shoe orna- 


shoe 


work, 


shoe appealed 


laces made no 
| CONTINUED ON 


shoe 


. Cn — 
APPROVED | 


a 
Se 


MILLS, Dept. P12, 1430 Broadway, New York 18, N.Y. 


63 





What's in a Shoe 
And How to Sell It 


CONTINUED FROM PAGE 63] 


But 
and 


progress, eventually the laces 
the ornament 


England collapsed around 


won out, shoe 
craft in 
i800. 

In the U. S., many 
-tern rulings of the Pilgrims regard- 
ing wearing apparel, the large and 
bright Colonial 


despite the 


buckle was per- 


mitted on shoes as a concession to 
ornamentation. Over the next couple 
buckle 


many 


of centuries the and orna- 


ment took on fashionable 


variations on American shoes, par- 


those for 
But it 


revolutionary 


ticular], worn dress-up 
the 1920's 
shift 


shoes 


purposes, Was in 
the 

from 
that 


launched as 


when Was 
for 


Was 


made high to low 


women, the shoe ornament 
an essential 
the 


ornaments in 


really part 
lavish 
the 


have 


of footwear. Despite 


extremes in shoe 


past, these ornaments today 


reached an unprecendented peak of 
creativeness and ingenuity, and have 
vital modern 


become a adjunct to 


shoe styling. 


Merchandising the Shoe 


Ornament 
You might think that because the 
ornament is so and obvious 
to the little or nothing 
need be said about it. That’s wrong. 


visible 


customer 


The customer can also see the style 
or pattern of the shoe, yet the sales- 
makes kind of 
“fashion pitch” in his selling. The 
the 
ment. Here are some suggestions for 


man usually some 


same can be done with orna- 


merchandising: it. 
1) Cite 
ornament. 


the 
with a 


the quality value of 
The 
good finish won’t tarnish, will always 
look This 


part of the quality package in sell- 


ornament 


bright and new. can be 
ing the shoe as a whole. 

2) If the 
buckle, note if the roller type. 
If it is, make a selling point of it 
that the roller prevents wear on the 


shoe has a functional 


it’s 


trap, keeps the strap new-looking. 
This again is a quality factor. 

3) Will the 
fall off with wear? Make a point of 
the attachment. A 
good ornament, properly attached by 
will remain 
secure for the life of the shoe. 


ornament loosen or 


the security of 


modern — techniques, 


1) Note the materials in the orna- 


ment—and convert this into a sell- 
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ing point. For example, if it’s a 
leather bow, then mention that it’s 
genuine leather, which denotes 
quality. If the ornament has 
crusted stones, then dramatize this 
iike a jeweled setting. Sell these 
items with a Tiffany touch. 
5) Cite the ornament 
tributes to the over-all styling of 
the And dramatize this, tov. 
You're not selling merely a_ foot 
covering, but an article of fashion, 
of which ornamentation is an im- 
portant part. So make the most of 
it. Point that ornaments aren’t 
dropped onto shoes, willy-nilly, but 
are carefully designed and selected 
to adapt to the styling requirements 
of each particular shoe. Just as the 
gem is the setting in a ring or 
brooch, so the ornament is the 
jewelled setting in the shoe. Drama- 
tize it in this fashion, and the shoe 
suddenly 


en- 


what con- 


shoe. 


out 


looms as 
the customer's 


ornament some- 
thing glamorous in 
eve and mind. 

and photo- 
Tne 
For portions 
indebted 


Judd 


Ornament samples 
graphs courtesy F. Ronei Co., 
and BE. E. Weller Co. 
of the historical text we are 


to Mr. F. North & 


Manufacturing Co. 


Sabin, 


Profile: James H. Nolan 
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the Green Front in Deadwood, 
South Dakota where 
every morning they found a dead 
out in front of it the Bo- 
dega in Butte, Montana, and the 
d’Alene in Speak- 
ing of Spokane reminded Jim about 
the quip one of the buyers had made 


nearly 
man 


Coeur Spokane. 


to him when he was selling shoes in 
Seattle. He asked the store buyei 
how to ship the shoes and the reply 
he got back “Ship them in « 
coffin. They’ll be dead when they 
get here.” It’s easy to deduce that 
they with 

problems in those days the same as 
. lots 


Was: 


were plagued delivery 
.. peaks and valleys. . 
then no business 
that the women’s 


shoe business was a more interest- 


today . 
of business and 
Jim decided 
It offered greater oppor- 
He went to work at the 
O’Donnell Shoe Company in Minne- 
running the women’s end 
of the shoe business. 

Women’s shoes of that period had 
414 inch vamps and the selection 


ing field. 
tunities. 


apolis ... 


. either a nine inch boot or ox- 
ford ... both in button or lace... 
brown or black. It was as simple as 
that. Pointed toes went out sud- 
denly. Without any noticeable dis- 
arrangement, they gave way to the 
Stage Last ... shoes with 2%4 inch 
vamps, round toes and much higher 
heels. 

From the O’Donnell Shoe Com- 
pany, Jim went on to Rochester, 
N. Y., to work for the Menihan 
Company, makers of the Arch Aid 
shoes. He stayed with this com- 
pany for 17 years. As superinten- 
dent of the factory, he was respon- 
for the entire operation of 
manufacturing the 


sible 
styling and 
shoes. 

He left them to go to Dunn and 
McCarthy in their Binghamton. 
N. Y., plant, where he stayed for 
13 years. 

A lot of changes taken 
place in the past 50 years. Jim has 
seen style cycles make the complete 
turn not only the extremely 
pointed toes in women’s shoes come 
back even stronger than before but 
has radical changes 
in construction methods. 

One of the major changes he has 
noted has been the gradual elimi- 
nation of the jobbing houses. These 


have 


also witnessed 


were the people who were doing 
the necessary job of supplying the 
small towns and country stores 
with They figured impor- 
tantly in such cities as St. Joseph, 
St. Kansas City, St. Paul, 
Minneapolis and Milwaukee. Inevi- 
tably, these were 
being replaced by the factory, until 
now only a handful remain... the 
P. H. Volk Company in Baltimore, 
Stephen-Putney in Richmond and 
Powell and Campbell in New York 
... to mention a few. 

In 1950 Jim came to work for the 
National Shoe Manufacturers As- 
sociation, on a temporary basis; 
but W. W. (Steve) Stephenson, then 
the executive vice-president of the 
N.S.M.A., 
permanently. 

He 
National 
sociation such, is 
sible for keeping his people advised 
on technical improvements in ma- 
chinery and To learn 
what is needed to keep pace with 
what is going on in Europe, he 

|CONTINUED ON PAGE 8&6] 


shoes. 
Louis, 


jobbing houses 


induced him to stay on 
the 
As- 


respon- 


is technical director at 
Shoe 


and, as 


Manufacturers 


processes. 
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Baker Reporting 
From Washington 
[CONTINUED FROM PAGE 28] 


The Administration’s growing 
concern over the inflation that’s com- 
ing next year is bringing on a new 
White House demand for power to 
regulate consumer credit. Here’s 
why: Treasury experts calculate the 
government will run more than $12 
billion in the hole during the next 
12 months. The deficit will have to 
be made up by borrowing. This 
means another round of inflation. To 
control it, they propose to put the 
lid on the amount of debt that con- 
sumers can run up. The whole ob- 
ject is to slow consumer spending. 
(Nothing is said about slowing up 
government spending. ) 

It’s very doubtful if Congress will 
buy this credit-curb plan. Merchants 
insist that consumer debt is not over- 
extended. And auto 
tainly can be expected to 
strongly any kind of federal regula- 
that might slow purchases of 
new or 


dealers 
protest 


cer- 


tion 
bad 
enough now, they point out. A fed- 
eral rule requiring cars to be paid 
for in 18 months or even two years 
would cause grave harm to sales. 


used cars. Business is 


Feet First! 
|CONTINUED FROM PAGE 47 | 
visit to a clinic. Far from it. In 
fact, as one housewife said her kids 
told her, “It’s fun getting shoes at 
this place, Mommy.” Of course with 
kids it’s not so much the fit that 
counts—if you look at it from the 
kids’ viewpoint—but the fun. And 
the reason they think fun is 
disarmingly simple: Lazarus 
two sturdy rocking and a 
wall-to-ceiling mirror which doubles 
the ordinary rocking 
horses. If you don’t believe it, just 
into Lazarus’ anytime 
the kids come in, in 
idea of customer satisfaction 
gained from the mailman. 
Hardly a day goes by without an 
overseas postmark 
coming into the store. Since Bethes- 
da is one of the more popular of the 
Washington, D. C., it 
naturally attracts many government 
personnel. they 
constantly transferred, 
Dr. Lazarus has arranged with cus- 
tomers who ask to be 
mail a method 


it’s 
has 
horses 
pleasure of 
drop and 
Watch 

An 


can be 


droves. 


out-of-town or 


suburbs. of 


and service Since 


are being 
serviced by 
whereby they can 
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measure their own shoes and send 
in their ‘“‘foot prints” for the Lazar- 
us file. The store also receives many 
recommendations from personnel at 
the famed Bethesda Naval Hospital, 
one-half mile north of the store on 
Wisconsin Avenue. 

The store’s newspaper ads regu- 
larly carry professional advice about 
shoes and foot care. Titled ‘Foot 
Notes,” the informative ads explain 
the importance of good shoe con- 
struction, proper wear and care, etc. 
Hach ad is designed to build trust— 
a vital factor in the repeat business 


and recommendations mentioned 
above. 

Whether the customer comes in 
with one child, or eight (and Lazar- 
us has many multi-children families 
in its bulging files), each gets the 
same individual care and treatment. 

“One indication of the trust they 
have,” Dr. that 
after they’ve been here a couple of 


Lazarus says, ‘is 
times they’ll send their children in 
alone and I’ll call the parent up and 
her 


discuss the situation with over 


the phone. That’s trust.” 


AN ccc dil 


THE KEY TO FOOT-BALANCE “ 


IN STOCK 


No. 67 Black 
No. 63 Brown 


with the nation’s leading 


foot-fitting specialists to use Alden-Pedic shoes 


to satisfy “hard-to-fit’” customers. 


Whether 


specialist or family shoe store, the Foot-Balance 


program can build a repeat business for you. 


Cc. H. ALDEN SHOE COMPANY 


( r ) ( - 
Oust mW Bi olnukers - Nine e 1884 


BROCKTON, MASSACHUSETTS 
ean EEDA AE Nh 








BASS WELTS 
for “back to school” 
or “back to work” 


Continuing their steady rise in popularity 
... Bass Goodyear Welts owe their marked 
success to the same superlative leathers . . . 
the skillful cutting and lasting . . . the 
thorough workmanship that distinguish 
the Bass line of famous hand-sewn Bass 
Weejuns”*. 
No. 2162. Brown Scotch 
Grain Blucher Oxford; 
Leather Quarter Lining; 
Leather Storm Welt; Double 
Leather Soles and Leather 
Heels. 


No. 2185. Sand Steer 
Buck Blucher Oxford; 
Leather Quarter Lining; Red 
Cush-N-Crepe Soles and 
Heels. 


No. 2741. Sand Steer 
Buck Ranch Boot; Leather 
Vamp Lining; Maple Cush-N- 
Crepe Soles and Heels. 


No. 2188-(Brown) 
No. 2189-(Black) 
Plain Blucher Oxford; 
Leather Quarter Lining; All 
Weather Welt; Brown or 
Black Cush-N-Crepe 

Soles and Heels. 


IN STOCK 
FOR IMMEDIATE SELLING 


*T. M. Reg. 


G.H. BASS & CO., Dept. BS-9, Wilton, Maine « 614 Marbridge Blidg., N.Y.C.1, N.Y. 
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Work Shoes 





Work Shoes for Home Gardening 


STERLING, COLO.—“Work shoes have become a city 
item. A large percentage of our customers is made up of 
city people—doctors, lawyers, professional and office work- 
ers who buy work shoes for week-end gardening, local 
activities, mountain and stadium wear.” 

This is the statement of Bruce Mitchell, manager of 
Brown’s Shoe-Fit Store here. who sent out 600 direct mail- 
ings for June’s Work Shoe Promotion month. Newspaper 
advertising and window displays were keyed to the promo- 
tion, and an appeal was made to the practicability of city 
men’s purchase of work shoes. The promotion is directed 
to summer and fall merchandise and emphasizes the wide 
size range available in the store—5’s to 15’s, A’s to 4E’s. 

In the direct mailings was a card stressing the fitting 
service found in the store as well as the more unusual 
lengths and widths. There was also a cartoon bearing Red 
Wing insignia showing a man on a scale; the scale regis- 
tering 201 pounds, and $2.01 being deducted from the 
purchase price of his pair of work shoes. A_ scale is 
brought from the local elevator each June and placed in 
the store. and a penny a pound is taken off the price of 
every shoe purchased by a man who “weighs in.” 

With an abundant wheat and beet crop this year. work 
shoe business this season is tops over the past several 


years, Mr. Mitchell declared. 


New Moulding Machine Makes 
All-Plastic Shoe 
| CONTINUED FROM PAGE 61 |] 


machine. 

The low mould cost is important not only from a stand- 
point of economy, but also because it permits a greater 
variety and turnover of styles. Each new style requires a 
new set or size run of moulds. Styles. says International 
Vulcanizing, can be almost as unlimited as in regular foot- 
wear—provided new moulds are used with each new style. 
The moulds are virtually indestructible. 

An endless array of colors can be used on any given 
style of plastic shoe. 

The shoe can be made with or without an insole or sock- 
lining. .If a socklining is used, it’s simply applied to the 
bottom of the metal “last” before the fluid plastic is 
poured into mould. The shoe comes out with socklining 
permanently “moulded” to the plastic. 

If. on occasion, a plastic shoe should come out of the 
mould with some defect, it’s tossed into a small “grinding” 
machine, which chews up the material into fine granules 
again. The granules are then tossed back into the hopper 
and converted back into fluid plastic. 

The total cost to make a pair of these all-plastic shoes 
will run approximately $1.25 to $1.50 a pair. This includes 
all costs—from the plastic material (18 to 30 cents a 
pound) to overhead and amortizing the machine cost. 

These all-plastic shoes are not yet being produced in the 
U.S., though a couple of the machines are out on a “trial” 
basis with interested manufacturers. Incidentally, it’s re- 
ported that several plastic firms have expressed interest 
in the production of this footwear. Production and sale of 
this all-plastic footwear is a commercial reality in France, 
where it is being sold as well as exported. 

According to International Vulcanizing Corp. officials, 
the commercial introduction of all-plastic footwear in the 
U.S. “can be expected sometime next spring.” 
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10 Guideposts Offered 


+ . . ° 
To Feminine Buying 
NEW YORK—Speaking before a 
recent luncheon meeting of Shoe 
Women Executives, Mrs. Janet Wolff, 
author of ‘What Makes Women 
Buy,” offered “ten feminine guide- 
posts” to help retailers more 
shoes to their women customers. 

In substance, these guideposts 
pointed out the 
importance of re- 
lating shoes to a 
woman's feelings 
and 
and 
every 


sell 


ambitions 
desires in 

phase of 

her life, as a 
homemaker, wife 
and mother, or 
F as a business wo- 

— ~ man. Directing 

JANET WOLFF her suggestions 
to the shoe merchants in her audi- 
Mrs. Wolff them to 
help make it easier for their cus- 
tomers to select their shoes, pointing 
out the right for 
their needs. 

The right shoes can add prestige 
to a Woman as a housewife or busi- 
woman; can help the 
status of her family as well as her- 
self; can help her be a better wife 
and mother; can make her life more 
and creative; contribute 
to her sense of security. 

Mrs. Wolff concluded by advising 
retailers to offer real newness— in 
“Don't. Play It Safe,” 

And, finally, “Sell a woman 
your 


ence, advised 


fashions suitable 


ness raise 


social can 


shoes. she 
warned. 
the value in 


the economy.” 


shoes instead of 


So. California Executives 
Plan Dinner Dance Oct. 19 
LOS ANGELES—The Shoe Exec- 
utives’ Association of Southern Cali- 
fornia will use the proceeds of. its 
first dinner 
venir yearbook to set up a welfare 


annual dance and sou- 


and educational fund. 

The dance will be held October 19 
at the Sportsmen’s Lodge, a North 
Hollywood restaurant. According to 
an association spokesman, manufac- 
turers and suppliers throughout the 
country have responded. 

Leo Milchen is president of the 
group and “Smokey” Millman and 
Ai Hyatt are co-chairmen of the din- 
ner dance committee. 
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Editor Tells Podiatry Group: 


Lack of Facts Curbs Foot 


WASHINGTON—A lack of 
entific standards and reliable facts 
concerning juvenile foot health and 
the role of footwear in child foot 
development, has created confusion 
and stymied progress in the field of 
juvenile foot health, according io 
William A. Rossi, field editor of 
BooT AND SHOE RECORDER. 

Addressing the Annual Conven- 
tion of the American Podiatry 
Association, August Wash- 
ington, D. C., Mr. Rossi discussed 
“The Role of the Medical Profes- 
and the Shoe Industry in 
America’s ‘Youth Foot-Health Fit- 
ness’ Program.” The talk was given 
as part of the program 
dent Eisenhower’s Council on Youth 


sci- 


25, 1n 


sions 


of Presi- 


Fitness. 

Mr. expressed 
that the outlook for a 
healthy American youth is not en- 
couraging “ 
to utilize the inadequate tools and 


the belief 
more foot 


Rossi 


so long as we continue 


methods we have employed in the 
and continue to employ to- 
He said that reports on juve- 
foot examination 
veal no progressive changes from 
the foot health children 
of a generation ago. This, he 
“is a challenging contradiction to 
vouth 


past 

day.” 
nile surveys re- 
status of 


said, 


claims of 
health.” 


any 
foot 


progress in 


Standards, Data Absent 


The root of the problem, said Mr. 
Rossi, is the lack or absence of sc 
entific standards and reliable data 
concerning juvenile foot health and 
the role of footwear in juvenile foot 
health. He said 


cut and acceptable understanding 


we have no clear- 
of what is a normal or healthy foot, 
functionally or structurally. He de- 
clared too that the much-publicized 
that 
children is foot-defective 


statistics seven of every 10 


“are with- 
foundation and must 


out reliable 


be challenged as a loose piece of 
propaganda.” 

“Because the diagnosis and ireat- 
foot 


science, it 


art 
that 
podi- 


ment of ills is today an 
and 
every individual 
shoemen, 


interpret foot health matters as he 


not a means 


physicians, 
free to 


atrists, etc.—is 


Health Progress 


wishes. Hence the views, practices 
and literature regarding foot health 
and the relation of foot 


health, continue to abound in e€on- 


shoes LO 
troversy and speculation that has 
become a modern Tower of Babel.” 


Conflict of Views 
Mr. Rossi cited many examples of 
these conflicting views within the 
shoe industry and medical profes 


He 


dance of 


abun 
but 


said there is sn 
different 


such 


sions. 
views, no 


reliable data, on basic ques 
tions as, for example: 
Should children 


straight ahead? At what rate does 


toe in or out o1 
a child’s foot grow? How much does 
the foot expand or 
weight-bearing? What is a weak 
foot? Should children wear high o1 


stretch on 


low shoes, or rigid or flexible soles”? 
What What do 
we mean by “proper” gait? 

“We talk 


ing’ youth foot-health fitness until 


is a “flexible” shoe? 


cannot about ‘improy 


we establish some reliable, scien 
tific 


Can 


groundwork upon which we 
foot-health 


Mr. Ro 


build a genuine 


development program,” 
asserted. 

ihe 
most important single factor influ 
encing child foot health. Yet, he 


added, “the medical professions ha 


Footwear, said the speaker, is 


bitually take an unrealistic ap 


proach to footwear because there j 
negligence of sand 


a vast medical 


unfamiliarity with footwear.” 

Mr. Rossi said the medical “blame” 
shoes was frequently un 
that 


often 


given to 


justified, shortcomings were 


more due to human failure 


rather than 
ill-fitted shoes, or wrongly prescribed 


shoe failures uch a 


shoes, or wrongly used shoes, 0} 
improper selections by the customer, 
or outgrown shoes and the like 

that 


alike 


medical men and 
vlibly of a 
“correct” shoe as though such were 
an established fact. He 
“Tf we don’t know what is a 
or healthy foot, 
functionally, how can we 
He 
no scientifically 
CONTINUED ON 


Rossi sald 


shoemen speak 
challenged 
normal 
structurally and 
talk about 
a ‘correct’ shoe?” said also that 
acceptable 
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there is 
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NSRA Women’s Style Conference: 


High Heels and Waists, Short Skirts Seen 


NEW YORK—Speaking before a 
record audience attending the semi- 
annual Women’s Style Conference 
sponsored by the National Shoe Re- 
the 
chief and the shoe editor of Vogue 


tailers Association, editor-in- 


Vayazine described style trends in 
women’s apparel and footwear. 

fall 
viewed in 15 


Discussing current fashions 
which had 
Paris Couture collections, Miss Jes- 
sica Daves, the magazine’s editor-in- 
chief, highlighted 
pecial relation to shoe fashions. All 
the 

high 


she just 


these points in 


she noted, 


slim 


Paris models, wore 


heels, very silhouettes, 


snipped-off pointed toes and a few 
wore Turkish turned-up toes. 

In all but two of the 15 collections 
viewed, skirts continued to be very 
short, 18 to 21 inches from the floor. 
Dior’s skirts, 


to 16 inches from the floor and were 


however, were only 15 


Chanel, too, ad 
mid-calf daytime 
lengths, ballet lengths and, for for- 


the longest she saw. 
vocated longer 
mal evening, still longer. The longer 
kirts, Miss Daves noted, give better 
the high Empire 
There are no low waist 


proportions with 
Waistline. 
lines in the new Paris collections. 

As for colors, there is more black 
for fall than in the current summer 
style There 


beautiful 


are, however, many 
brilliant 


colors: periwinkle pinks, red, several 


and sometimes 


Miss Polly Bergen, star of the TV Polly 
Bergen Show, modeling a bright red 
elasticized T-strap at the NSRA Style 
Conference. She is wearing a print 
dress of dashing red and pink. 


ereens and unexpected combinations. 
Mushroom colors are strong in Car- 
din’s collection. In the 
tillo collection the models wore ex- 
tremely sheer black stockings with 
everything. The effect was not al- 
ways pleasing but always striking. 
The look of soft, weightless bulk 
in the fashions called for high heels, 
| CONTINUED ON PAGE 73 | 
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Florsheim Shoe Co. Opens New Chi “ago Salon 





New Florsheim Shoe Salon for Women at Wabash and Washington Sts., Chicago, 
features granite-framed glass exterior plus imported crystal chandeliers inside. A 
unique interior fixture is a 25-foot displayer with a large offering of handbags 


and gifts. 


The opening coincided with 


introduction of a new line of shoes 


designed by Fontana of Rome exclusively for Florsheim. 


Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Hotel Tuller, Detroit 
September 7-9 
Guild of Better Shoe Manufacturers, 
opening of collections of resort and 
early spring shoes, members’ factory 
showrooms, New York 
Week of September 8 
Miami Shoe Show, Deauville Hotel, 
Miami Beach, Fla. September 27-30 
Advance Spring Shoe Market Week, New 
England Shoe and Leather Association, 
Hotels Statler and Touraine, Boston 
October 5-9 
Annual Shoe and Leather Fair, Shoe and 
Leather Council of Canada, Sheraton- 
Mount Royal, Montreal October 12-16 
Spring Opening, Guild of Better Shoe 
Manufacturers, members’ factory 
showrooms, New York. Week of October 20 
Annual Convention, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago October 22-24 
Annual Convention, National Shoe Trav- 
elers' Association, Hotel Hamilton, 
Chicago ..October 23-24 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
October 26-30 
Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. ec eceusuessass...November 1-4 
Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle, Wash. 
November 
Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
ae .. .November 
Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga... November 
Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Tex. 
November 2-5 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, la. November 8-10 
Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool 
Hotel, Indianapolis, Ind....November 9-1 
Spring Shoe Show, Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. . November 9-11 
Spring Shoe Show, Boston Shoe Travel- 
ers' Association, Parker House, Boston 
November 9-12 
Heart of America Shoe Fair, Central 
States Shoe Travelers’ Association, 
Hotels Muehlebach and Phillips, Kan- 
sas City, Mo. November 15-18 
Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn-Sher- 
aton, Pittsburgh November 16-19 
Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Los An- 
geles ..November 16-19 
Spring Shoe Show, Mountain States 
Shoe Travelers’ Association, Albany 
Hotel, Denver, Colo. November 23-25 
Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, New Yorker and 
Sheraton-McAlpin Hotels and New 
York Trade Show Building 
November 30-December 4 


JS 
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Brown Shoe Co. Division 
Lists Franchise Changes 

ST. LOUIS—The Brown Fran- 
chise division of Brown Shoe Com- 
pany announced the opening of a 
new franchise store in Birmingham, 
Ala. The store, Peters and Sikes 
Shoes, is in the Crestwood Shopping 
Center. 

The division reported two other 
changes. At Grosse Pointe Wood, 
Mich., Sherman’s Shoe Store was 
bought recently by Sidney Rein. He 
will call it Sid Rein Shoes. In Ba- 
tavia, N. Y., Edward D. Dwyer of 
the Thomas & Dwyer franchise store 
has purchased the interest of his 
partner, N. A. Thomas. Mr. Dwye1 
is taking his son, John C., into the 
business as a partner. 


6 Shoe Stores Lease Space 
In Atlanta Center, Year Away 

ATLANTA — When the Lenox 
Square shopping center opens here 
in the fall of 1959, it will stand a 
chance of having more shoe outlets 
than any other center in the South- 
east. Six stores with a total of more 
than 35,000 square feet of 
space have already signed leases 
and to this should be added the shoe 
departments of three department 
store branches. 

Chandler’s French Room Salon 
will have the largest amount of 
space, 7900 square feet. Thompson- 
Boland-Lee will have 7600. Other 
stores locating in the area and floor 
space for each are A. S. Beck, 5200; 
Holiday-Flagg, 5200; Schiff Shoes, 
5200, and Baker 3000. 

The department stores slated to 
have shoe departments in their 
branches are Rich’s, and 


Allen’s. 


sales 


Davisons 


Patents Sought for Display 
Sets at New York Chandler’s 

ST. LOUIS tdison Brothers 
Stores, Inc., has applied for patents 
of window display pieces which the 
firm will use during the formal 
opening of its Fifth Avenue Chan- 
dler’s Shoe Salon in New York this 
month. 

“All window display sets for the 
Fifth Avenue Chandler’s store have 
been created by the company’s own 
designers,” said Jack Sarnoff, dis- 
play director of Edison Brothers. 
The window display units will re- 
flect the French Room motif of the 
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Chandler’s line of new fall foot- 
wear, he said. The line will be of- 
fered at the formal opening Sep- 
tember 4. 

The store will be the fourth 
Chandler’s to be opened in high- 
fashion Already there are 
stores Michigan Avenue, Chi- 
cago, and on top shopping streets 
of Beverly Hills, Calif., and Miami. 

In the new French 
high-fashion shoes will range in 
size from AAAA to C, 3 or 3!% 
through 10. Prices will range from 
$9.98 to $16.98 with casuals selling 
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at somewhat lower prices. The 
store will open with a_ stock of 
65,000 pairs. There will be a com- 
plete handbag and hosiery depart- 
ment on each floor of the two-story 
building. 

Edison Brothers held grand open 
ings two weeks ago for two stores, 
a Chandler’s and a Baker’s, in the 
deluxe Glendale Shop- 
ping Center at Indianapolis, Ind. 
Edison has six stores in that city. 


suburban 


The company reopened its Leed’s 
Stockton, Calif., store in larger quar 


ters. 


fa" 
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'_ says the BOSTON TRAVELER, May 22, 1958" 


The financial page of one of shoedom's vital centers, reporting a fabulous 
400 PER CENT FIRST QUARTER SALES INCREASE OVER LAST YEAR, says 
“(RIPPLE® Sole) sales figures 


were surprising enough to sound 
like a typographical error. 


Week after week *RIPPLE® Sole sales continue to SOAR to new heights. 
Make sure part of these PROFITS are YOURS! ORDER NOW! 


Don't be misled by imitations: ONLY Genu- 
ine, Patented RIPPLE® Sole is tested and 
proven to: 


© Absorb walking shock 


© Help balance the weight 


© Lengthen the stride 


© Provide better traction 


REMEMBER TOO, — ONLY GENUINE, 
PATENTED RIPPLE” SOLE IS PROFITABLY 
PROMOTED FOR YOU IN CONSISTENT, 


*TM—RIPPLE SOLE CORP. 
U.S. Pat. Nos. 

2,710,461 

2,833,057 


ING 


Write for FREE sales aids . 


CO-ORDINATED NATIONAL ADVERTIS- 


TIE-IN! 


i. FODATT 


Manufactured under license from 


RIPPLE SOLE CORPORATION by 


BEEBE RUBBER COMPANY 


Nashua, 


New Hampshire 





Editor Says Lack of Facts Hurts Foot Health Progress 


|CONTINUED FROM PAGE 67 | 
standard or answer to the decep- 
tively simple question: “When does 
a shoe fit?” 

The speaker the medical 
professions have been unjustly and 
unrealistically critical of the role of 
fashion in “We must 
recognize the important social and 
psychological of fashion in 
footwear, and not take a one-eyed 
view which sees medical values only. 

shoe to be ‘correct’ doesn’t 
that it must look like a boot 


said 


footwear. 


values 


For a 


mean 


to be worn by Whistler’s mother on 
a climb up Mount Everest. Fashion 
cannot be divorced from the realities 
of footwear design.” 

However, while American-made 
shoes are made better and fit better 
than those to be found anywhere else 
in the world, many of our shoes have 
certain shortcomings in terms of 
foot health values, said the editor. 
He cited in particular the basic 
design of most of our lasts, and the 
lack of scientific measurement meth- 
ods to make the last conform accu- 
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r Mar le finishes. 





Join the Swing to 
more distinctive 


SHOE DISPLAY TREES 


Pierce's 


Exclusive 


_ ANKO-LO 


ANKO-LO 
weight feature of 


provides permanent shoe shape retention. 


Trade name or initial may be stamped 
in gold on leather or plastic top. 


n built by shoe tree special- 
Available in rich Walnut, Mahog- 


CS. PERCE COMPANY cassacuuserrs 


Style 
34AS 


the light 
shoe styles and 


emphasizes 


f new 


BROCKTON 








rately to the structural and func- 
tional needs of the foot. 

If there are no established and 
reliable data on foot shapes, then 
how can we presume to make a foot 
mold—the last—with any consistant 
assurance that it conforms to the 
true shape of the foot, he asked. 

Declaring that “scientific stand- 
ards are the great ‘missing link’ in 
the fields of foot health and footwear 
alike,” the speaker voiced these 
recommendations to improve the 
status of youth foot-health fitness: 
® In regard to juvenile foot health 
and footwear, supplement the ‘‘med- 
ical” approach by an engineering 
approach. The human foot resolves 
into structural and functional engi- 
neering. 
® Establish a Joint Industry-Pro- 
fessional Committee, composed of 
representative members of shoe man- 
ufacturing, retailing and lasts, and 
representative members of medical 
groups involved directly in the field 
of foot health. The purpose: to co- 
ordinate objectives and projects de- 
signed to improve the nation’s youth 
foot-health fitness status. 
® Substantially expand 
research facilities and programs 
with greater financial support of 
sound and promising research proj- 
ects. The dearth of research is one 
of the gaping holes in the whole 
youth foot-health program, 

@ Establish scientifically acceptable 
standards regarding foot health, 
lasts and footwear. 

@ Establish a_ national 
surement and “foot-typing’ 
covering American youth. With the 
resultant data, there can be greater 
shoe conformity to the structural 
and functional needs of the juvenile 
foot. 

® Establish more reliable instru- 
ments and methods, applicable both 
to diagnosis and treatment of foot 
ills, and to fitting of shoes. 
® Challenge and _ eliminate, 
necessary, the many dubious concep- 
tions implanted in the medical, shoe 
industry and public mind about the 
“facts” concerning foot health and 
the role of footwear in foot health. 
@ Establish a national educational 
program—actually public relations 

—-designed to replace the many com- 
mon misconceptions and myths re- 
garding foot health and footwear, 
with established truths resulting 
from factual research and findings. 


foot-health 


foot-mea- 
, 


survey 


where 


Boot and Shoe Recorder 





Tie-in with Musical Comedy Boosts Leprecons Sales 200 pairs produced per day, but 


ST. LOUIS—A timely tie-i i. thn 2 f oh Id that consumer reception has been 
ST. L s— ’ tie- 7 e tip o “ry green : y . 
Ss imely tie-in wit I er green ang gold 36 good that production has 
civic affairs often means the dif- turned-up-toe shoes, she was a : eho edi a ree 
2 : climbed to 3600 pairs daily. 
ference between a good and an ex- Leprecon personified. : . } 
: : . e Priced to retail at $3.99 and 

cellent promotion for shoe retailers. According to Sam  Oberman, tvled ‘th ¢ : ind 

: : : : ; styled with teen-agers in mind, 

The point proved out in St. Louis Famous’ casual buyer, the promo- °* 8 

in August when Famous-Barr Com- tion was successful in every way. 
pany staged a special two-day push Ralph Tucker, sales manager for 
for Leprecons shoes. During the the Pacific Shoe Company division 
week prior to the scheduled Lepre- of Omega Shoe Company, makers 
cons promotion, St. Louis’ Munici- of Leprecons, on hand for the “That name — Leprecons — has 
pal Opera ran the light musical event, reported that Leprecons been magic right from the start,” 
“Finian’s Rainbow,” a lively comedy started about five years ago with Mr. Tucker added. 
built on the Irish theme of Lepre- 
cons and magic. Thousands of local 
people attended the production, en- | aaa 


joyed it, and repeated to friends a 
and neighbors the amusing and “SAME NAME- SAME COMFORT. SAME PROFIT! 
charming aspects of Leprecons and 

cheir antics. 

Following immediately on ihe 
heels of this Muny Opera produc- 
tion, Famous-Barr Company’s Lep- “~ 
recons promotion found St. Louis outdoor 
teen-agers and their mothers defi- shoe 
nitely Leprecon-conscious. They for the 
came, saw, bought, and through the — 
stimulus of a half-page newspaper 
ad, ordered a near-record number 
of pairs by mail order. 

A most delectable little Lepre- 
con, model Delores Moomey, flitted 
gracefully through Famous’ shoe 
departments and store aisles call- 
ing attention to the new Leprecon 


Leprecons shoes, he feels, have 
grown logically in importance right 
along with the rapid growth of 
teen-agers as a market 


Yes, the name’s the same — genuine Dunham's 
Tyroleans®, and so is the profit potential! New Dunham's Tyrolean 


footwear for fall. Although she had “Executives” have all the comfort features, all the appeal, all the aggressive 
: P 
no hint of Irish brogue, her viva- 
cious personality and melodious voice advertising that are making original Dunham's Tyroleans® such a selling 
were well-suited to her role as she 
chatted with customers. She car- sensation! Take advantage of the demand ... it’s much easier — and 
ried a long green tray of half-pairs 
to display colors and textures for more profitable — to sell genuine Dunham’s Tyroleans® — and new 
fall. From the top of her fetching 
blonde pony-tail bobbing out of the Dunham's Tyrolean ‘Executives’ than to waste time and lose customers by 
top of her shiny green petal-cap to 
stocking imitations. Get all the details today! 


the 
intown 

shoe 
for the 
outdoor 

man 


‘new 2} TYROLEANS' * Socata 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro 14, Vt 
— in the Midwest by AINSWORTH SHOE COMPANY, Toledo 4, Ohio 
Famous-Barr Company of St. Louis staged — in the Northwest by DODSON-FISHER COMPANY, St. Paul, Minn 


i i Ss w PONS c 
a special promotion for Leprecons shoes — in the Southwest by B. ROSENBERG & SONS, New Orleo la 


two days after St. Louis Municipal Opera D U N HA M b R OTHE RS C 0 M PA NY 


ran the light musical "Finian's Rainbow, 
a lively comedy built on the Irish theme aD eT hee re re 


of Leprecons and magic. The fetching £ 
Leprecon in the picture is model Delores mre o 
Moomey. 
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ban St. Louis County. 

The introductory exhibit, believed 
a first in its field, uses a full-sized 
power mower on a carpet of artifi- 
cial grass. The comely mannikin op- 
erator is wearing safety shoes de- 
signed by Hy-Test division of Inter- 
national Shoe Company. Her smoked 
beige slip-on moccasins are featured 
as safety-sensible not only for grass 
cutting but also for general leisure 
time wear and do-it-yourself chores. 

The shoes feature a steel toe cap, 
flanged and anchored securely under 
the leather to prevent falling or 
sharp objects from injuring the toes. 
Shoes of this type have been used 
for a long time in industry. 

At-home injuries involving toes 
and feet have jumped sharply since 
the advent of power mowers, with an 
estimated 20,000 power lawn mower 
accidents occurring each year in the 
United States. Included in the 
Duane’s display is a safety shoe 
which came in contact with mower 
blades. Although the leather is cut 


A window exhibit, believed the first in the field, is linking modish safety shoes and mutilated around the tip, the 
with power mowing dangers to stop shopper traffic at this St. Louis store. 


Mower Safety Shoes Stop Shoppers Northland Shopping Center, subur- 


wearer’s toes were not injured. 

ST. LOUIS—A window display power lawn mower operation is stop- A dirty buck oxford and a sport 
linking safety shoes with safer ping traffic at Duane’s Shoe Store, type chukka boot for men are also 
ee cre . shown in the safety-inspired window 
display. Comments from customers 
have been enthusiastic, it is re- 
ported, with both men and women 
coming into the store to feel the shoe 
and punch the steel toe. Albert 
Cohen is the store manager. 





Housewife Talks Longest 
egy 


THESE NUMBERS FOR 
SPECIAL PROMOTION THIS FALL 


They’re famous Mrs. Day’s Ideal Baby Shoes 


THE BRAND MOTHERS PREFER AND ALWAYS TRUST 


The beautiful new styling of these Ideal patterns are finding favor with 


8 


Schiff's Shoe Store at Central Park 
>. ‘ ats . | Plaza, Buffalo, N. Y., was recently the 
mothers everywhere. Original styling plus all the qualities for which scene of a record-smashing Talkathon. 


Mrs. Day’s Ideal Baby Shoes are famous make Styles Number 63 and 281 Mrs. Edward Drdul, a Buffalo housewife, 
natural leaders for volume sales this fall. They’re irresistible ...sure to spoke continuously for 98 hours smash- 
: ing the previous world record of 97 

hours. Schiff's remained open around 
Ideal | the clock during the event which at- 

MRS. DAY’S BABY SHOE CO., INC. | tracted large numbers of spectators. 


DANVERS. MASSACHUSETTS | Mrs. Drdul is seen trying on one of 


please ... sure to be the best sellers on the baby shoe gift parade. 


71 WEST 35TH ST 924-A MERCHANDISE MART 6-104 MERCHANDISE MART ; . i 
NEW YORK 1, N.Y CHICAGO 54, ILLINOIS DALLAS, TEXAS her prizes; she also won $700 in cash. 


| With her is a WKBW radio announcer. 
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High Heels and Waists 
Noted at Style Session 
[CONTINUED FROM PAGE 68] 


it was noted. Hats were high—tur- 
bans and fezes. At Balmain some 
dresses had leg-o’-mutton sleeves. 
Paris and American collections are 
nearer together than they have been 
for years. 

Reporting on trends in women’s 
shoes for spring and summer 1959, 
Miss Kay Hays, Vogue's shoe editor, 
discussed leather and 
scientific developments, enumerat- 
ing: completely new non-crock 
suedes; a variety of new patent fin- 
ishes on many leathers, especially a 
new non-crack patent leather; a 
variety of new finishes that protect 
leather against fingerprints and 
other markings; new silicone fin- 
ishes; completely dyeable 
and a number of improved methods 
ir; tanning aniline leathers. 

Miss Hays prefaced her discussion 
of new colors by emphasizing the 
need for a new color merchandising 
philosophy: first, to discard any pre- 
conceived prejudices against color 
and its importance to the merchant 
and second, to approach 
spring and summer as though they 
made one season with one group of 


new colors 


suedes ; 


resort, 


colors. 

“The overall color picture is very 
clear-cut and compelling. The leather 
colors are vigorous and appealing. 
All the swatches that we show are 
either bright or give the appearance 
of brightness,” she said. They can 
be in the stores as early as the first 
of November, she added. ‘‘We fore- 
see an overall look that will include: 
smaller bags, more complete 
tumes, more leg to the leg, shoes that 
are lighter, less shoe to the shoe, and 
more color in the material worn by 
the shoe.” 

To illustrate the important color 
families for the seasons ahead, Miss 
Hays then showed five panels, 
swatched with apparel fabrics and 
shoe leathers: 1. Tree Garden Greens 
which included both the pale, yel- 
lowed green of the weeping willow 
and a range of deeper shades. 2. 
Geranium and Poppy Reds with ten 
brilliant pinks and reds. 3. Orange/ 
Gold and Brown Nasturtiums—the 
largest group shown both because of 
its variety, she noted, and because of 
its ability to complement or blend 


COS- 
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with other colors. “It could be the 
dominant dashing color family of the 
season.” 4. Dandelion Yellows— 
either bright and acid or bright and 
slightly greened or golden. 5. Border 
Blues in three groups—lilac, wisteria 
or periwinkle; delphinium blue; 
bugle or border blues, slightly dark- 
er but real colors. 

As a finale to the discussion of 
shoe colors for 1959, Miss Hays pre- 
sented five models, four well-known 
young women in the entertainment 
world and a French model, formerly 
with Dior. Betty Johnson, sometimes 


called ‘a young Dinah Shore,” mod- 
eled green suede wide-strap pumps 
with cut-out design. Polly Bergen, 
TV celebrity (whose picture 
on page 68), modeled a bright red 
elasticized T-strap sandal. 

Renée Breton, formerly with Dio 
in Paris, showed orange 
three-loop. ghillie pump. 
Haney, dancer and frequent TV guest 
star, showed a bright yellow calfskin 
high tie T-strap. Roberta Peters, 
youthful Metropolitan Opera colora 
tura modeled and 
heel blue suede sandals. 


QUALITY 


boys’ shoes that 
give you 


IS 


an suede 


( ‘arol 


star, closed toe 


STEADY PROFITS and 
STEADY CUSTOMERS! 


#9427 


White buck plain- 
toe oxford, red 


| foam sole and heel, 


Pacifate twill lining, 
Nylon stitched, Combi- 


| nation last, Goodyear 


welt. AN IDEAL SHOE FOR 


| SCHOOL BAND MEMBERS. IN- 
| STOCK, B, 4 to 7; C, 342 to 7; 
| D, 31/2 to 7. 


GUARANTEED “RIP- 


PROOF NYLON 


CLOSED SEAMS 


check these 
unique 

features for 

longer wear 


WIDE VARIETY OF 





Write today for 
FREE 
IN-STOCK catalog! 


GENUINI 


Brooks boys’ shoes have unique construction 
features that guarantee their long wear, fine 
fit and genuine comfort. They're espe 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 

boys’ shoes, you owe it 
to yourself to investi- 


gate Brooks! 


DOUBLE TOP 
STITCHING 


GENUINE LEATHER 
QUARTER LININGS 


“BROOKSY” 


GENUINE ANALINE 
il TYPE LEATHER UPPERS 


GENUINE LEATHER 
INSOLE 


LONG-LIVED OUT SOLES 


iE LEATHER _ 


WELTING ——— 


TIP-TOR GRASS 
NAILS LOCK SOLE 
ADD EXTRA WEAR 


THE WILLIAM BROOKS SHOE CO.—NELSONVILLE, OHIO 


“World’s largest independent 


manufacturer of boys’ welt shoes’ 





© Obituaries 


Gerard Kevil, 57, Assistant 

To International Shoe VP’s 

LOUIS—Gerard Kevil, 57, a 
member of the executive staff of 
International Shoe Company, died 
August 5 from a heart ailment. He 
had with International for 34 


ST. 


been 
years. 
Mr. Kevil administra- 
tive assistant to the vice-presidents 
in charge of the subsidiary and up- 
per stock and miscellaneous procure- 
ment 
with 


served as 


divisions. His previous posts 
the firm included office man 
ager and buyer, Mullanphy tannery 
superintendent, and manager of the 
tanning division. 

His Charlene Eldred, a 
son, C. G. (Jerry) Kevil of Lake 
Charles, La., and a brother, L. Hun- 
ter Kevil of Kirkwood, Mo. survive. 


widow, 


Raymond A. O’Shea 
NEWTON, MASS.—Raymond A. 
O’Shea, with 
brothers Leather Company of Bos- 
partner until his 
1956, died here August 9 
long illness. He had long 


associated Howes 


ton as a retire- 
ment in 
efter a 


oO 


Troadleady > 


Best Seller: 


Pocket the Profits 


been affiliated with the Boston sole 
leather industry. 

Surviving are his wife, Florence; 
three daughters, Mrs. Robert Bren- 
nan, Mrs. Donald McCarthy and 
Mrs. Dean Boylan; a sister, Mrs. 
John B. Atkinson, and a brother, 
Warren F. O’Shea. 


Efraim Schiff 

COLUMBUS, O.—Efraim Schiff, 
87, brother of a prominent shoeman 
and father of another, died here 
August 5, of pneumonia, while on a 
visit from Columbus, O. He was a 
retired retail merchant. 

Mr. Schiff was a brother of Robert 
W. Schiff, chairman of the A. S. 
Beck Shoe Corporation and _ presi- 
dent of the Shoe Corporation ot 
America, and the father of Saul 
Schiff, Beck president. Also. sur- 
viving are his widow, Basha; three 
other daughters, three 
other brothers, two sisters, 22 grand- 


SIX 


sons, 
children and 18 great-grandchildren. 


Willis B. Hargreaves 
PORTLAND, ORE. — Willis B. 

Hargreaves, former manager of the 

Upper Level Shoe Department, 


Meier & Frank, Inc., department 
store, Portland, Ore., died on August 
9 after a sudden illness. Mr. Har- 
greaves was a member of Meier & 
Frank for 47 years, starting in 1906 
and retiring in 1953. He is survived 
by his widow, Mabelle Spink, his 
children and grandchildren. 


Hyman Schnitz 

CHICAGO—Hyman_ Schnitz, 
man and merchandiser, died 
here recently at Columbus Me- 
morial Hospital. With his broth- 
ers Mr. Schnitz was a partner in 
the Oakland Family Shoe Store and 
the Three Brothers Department 
Store. Mr. Schnitz is survived by 
his widow, Lois, and three daugh- 
ters, Toby, Eileen, and Karen. 


Edwin J. Olsen 

CLEVELAND—Edwin J. Olsen, 
58, died recently of a stroke which 
he suffered at his home at Rocky 
River, a Cleveland suburb. Until his 
retirement in 1954, Mr. Olsen had 
been widely known as a wholesale 
shoe salesman. A native of Milwau- 
kee, he represented the Weyenberg 
Shoe Company of Milwaukee at 
Cleveland. 
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Scott’s SHOE BRUSHES 


WITH PATENTED RUBBER BRISTLES 


STEP-SAVER 


with 


Available in: 
Morocco Grain 
Red, Russet. 
Brogandi: Black. 
Sofbuck: Grey, 
Vicuna, Flax. 


‘RIPPLE Sole 


Suede, 
clean 


rough 
easily with 
out harm 
raise the nap... 
Sell easily at 69¢. 


Advertised in 
August GLAMOUR 


"TM — RIPPLE SOLE CORP. 


Never ... in our 9l-yr. history .. . 


on like this! And no wonder! This terrific Treadeasy combines 
the incredible comfort of RIPPLE® Sole's scientific principle 


has a shoe style caught 


with one of the finest fitting lasts ever designed! Smart ‘‘slim"’ 


styling. Newest fashion leathers. Win customers . . . 


leather 
this 
every trace of dust, dirt and grime with- 
to the shoe. 
keep shoes looking new 


SELL THEMSELVES! 


SOAS. 
ae ays 
7 Sav Shae) 
PATENTED l BY #Y «ey ay @ 
ey 


ESLER ELIAS RELL 


PLASTIC HANDLED BRUSH 
IN ASSORTED COLORS 


STOCK NO. 307 
$4.50 Dozen 
$51.30 Gross 


fabric shoes 


Removes 


and 
brush. 


Special bristles 
PURSE SIZE BRUSHES 
STOCK NO. 313 
$2.60 Dozen 
$29.65 Gross 


LADIES 


GOT APOUIEN 
OM AnA, WiBP 


Sell with each pair 
of shoes. Packed 
3-dz. to a display 
carton. Retails at 
35¢. 


ORDER BY MAIL 


FAST SELLING—BIG PROFIT QUALITY LINE 


build 


sales! Inquire about this once-in-a-century profit-maker TODAY! e 


Write for catalog showing America’s most complete line of 
RIPPLE® Sole styles for women. 


P. W. MINOR & SON 


74 


Batavia, N. 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


Write for Complete Catalog 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
Sy atel- Miele: mel ah Z-mrlatmelale| 
shoe promotion buyers 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


e What's New 
Canvas Shoes Are Offered 
With Coordinated Handbags 

ST. LOUIS—Coordinated canvas 
shoes and handbags are included for 
the first time in the new spring 1959 
line of Fun-Shus, according to John 
W. Hill, general merchandise man- 
ager, juvenile International 
Shoe Company. 

Copies of a higher-priced bag, the 
Fun-Shus handbags are _plastic- 
jined for beach and pool use and 
feature a drawstring closure. Can- 
vas for both shoes and bags is in 
vibrant well bright 


shoes, 


colors, as as 


Coordinated bag and shoe 


stripes and cool floral prints. 

New printed vamp and sock lin- 
ings with the brand name Fun-Shus 
integral part of the design 
are introduced. The line is 
planned for November delivery. 

Referring to the increasing popu- 
larity of canvas shoes for all ages 
activities, Mr. Hill said Inter- 
Fun-Shus are now 
three times the volume 
line was introduced 
ago. 


aS an 


also 


and 
national’s sales 
more than 
when the 


eral 


Sev- 


seasons 
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makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Lovis 3, Mo. 


Sample Rooms: Los Angeles * New York 


Griffin Expands with Aerosol Packaging, Cleaning Bags 


NEW YORK—The Griffin line of 


shoe polishes has been expanded 


with two new aerosol products and 


Aerosol packaging, cleaning bags 


handy-pack shoe cleaning bags. 

Push-Button Suede Renewer is an 
easy-to-use aerosol product which 
acts quickly to restore suede shoes 
and handbags, gloves, belts and 
other suede accessories. It 
to retail at 69 cents, 

For white shoes, Griflin is market- 


Push-Button Allwite, 


is made 


ing Foam 





Infants’ Boots for Winter 


Buntees Polar Boots, made by R. J. Pot- 
vin Shoe Company, Brockton, Mass., 
come in red, white or blue with binding 
around top. For infants in sizes 4 to 9, 
M width. Acrilan fleece-lined, they are 
of genuine moccasin construction with 
Goodyear stitched midsole, patented 
Nivtop outersole. 


also a 69-cent promotional item. This 
Allwite 
the 


of the company’s 
condition 


version 
contains lanolin to 
leather. 
Rounding the develop- 
are tuckaway shoe 
the Griffin Allwite 


white buck, suede, nubuck and can 


out new 


ments cleaning 


bags: Bag for 
vas shoes, and the Griffin Buck Bag 
for shag, desert or dirty buck shoes 


Bowen Introduces Bowling 
Shoe Line in Varied Widths 
PASADENA, CALIF. 
introducing a= full 
bowling 


Bowen, 


Inc., is line of 


men’s and women’s shoes 


Bowen bowling line includes, left, man’s 
tan glove blucher with moccasin toe 
and man's black two-eye blucher. Wo- 
men's models at right are in wheat 
suede and in white calf with red alliga- 
tor saddle; both have shawl tongues. 


The 


widths a 


the first time. shoes are 


made in 


for 
being well a 
half sizes. 


“The 


compensate 


multiple eve to 
width 


need for 


for one standard 
is eliminated, and stylish one, two 
models are made po 

An 


without 


and three-eve 
the 


feature is a 


manufacturer said. 


flat 


sible,” 
other sole 
heel. 
The 
company’s William Joyce golf 


after the 
hoe 


Bowen will distribute the hand 


line is patterned 
line. 
lasted, nylon-stitched bowling 
through bowling alleys only. 


hoe 





‘Successful’ Sidewalk Sale Cuts Toledo Store’s Traffic 


TOLEDO, O.—A “successful” 
Crazy Days sidewalk sale which cut 
store traffic was recently held by the 
Thom McAn branch at the Miracle 
Mile Shopping Mart here, Kenneth 
Paumhardt, assistant manager, an- 
nounced. 

The sale, while successful on the 
sidewalk in front of the store, hurt 
regular store sales. A salesman and 
a woman cashier dressed in outland- 
ish the sidewalk 
stand. 


costumes manned 

Specials were held on girls’ shoes. 
A total of 100 pairs of outdated wo- 
and 4!, 
were sold at one dollar per pair, as 


men’s shoes in sizes 4 
well as 150 pairs of girls’ shoes at 
$1.47 per pair, and 45 pairs of wo- 
men’s house slippers at 99 cents a 
pair. 

Mr. that 
contacts made during the sidewalk 
the temporary 
drop in store traffic in time. Many 
returned to 


Baumhardt added new 


sales would justify 


persons have already 
purchase shoes at regular prices, he 


said. 


HORWEEN LEATHER CO. 


“72Ne4 1 ase oe 


SS 


Clerks in outlandish costumes man side- 
walk stand during Thom McAn Crazy 
Days sale at Toledo shopping center. 





Brown Opens Department 

PROVIDENCE, R. I. — 
Shoe Company has opened a_ shoe 
department in the three-floor 
MacDonald’s Discount City depart- 
ment store here. The unit carries a 
complete stock of shoes for the entire 
family. 


Brown 


new 


LEATHERS 


For dependability and uniformity in 
side leathers — grains and smooth dress 
—workshoe in retan, aniline and glove, 

and athletic goods leathers — the 


HORWEEN line is unsurpassed. 


With a world famous reputation for | 
making finest Shell Cordovan, 
HORWEEN SIDES equally deserve 


your consideration. 





2015 ELSTON AVENUE + CHICAGO 14, ILLINOIS 


NEW YORK 38: 
BOSTON 11: 


KAYE & BARNES, IINC., 


HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 
93 SOUTH STREET 


e Financial 


July Sales of 6 Shoe Chains 
Rose 6.4% Over Last Year 

NEW YORK—Composite sales of 
six major reporting shoe chains 
showed a 6.4 per cent gain for July 
in comparison with the same month 
last year. 

For the first seven months of this 
year, the chains’ sales rose 3.4 per 
cent over 1957 figures. 

Individual results for July showed 
five of the chains climbing. They 
were: National, up 14.2 per cent; 
Kinney, 14 per cent; Edison, 9 per 
cent; Melville, 6.3 per cent, 
Reck, 1.1 per cent. Shoe Corpora- 
tion reported a slight decline of 0.2 
per cent. 

For the seven-month period, five 
chains gained. They were: Kinney, 
up 12 per cent; Edison, 6.1 per cent; 
Melville, 2.8 per cent; National, ! 
per cent, and Shoe Corporation, 0.2 
per cent. Beck was 3.1 
cent. 


and 


down per 


Goodyear 2d-Quarter Net Up 

AKRON, O.—The Goodyear Tire 
& Rubber Company reported a 10.2 
per cent increase in sales and a 5] 
per cent rise in net earnings for this 
year’s second quarter, in comparison 
with the first quarter. The totals, 
however, fell short of those for the 
second quarter of 1957. 

Second-quarter, 1958, sales were 
$339,751,605 compared with $308,- 
279,703 in the first quarter this year 
and $367,857,311 in the correspond- 
ing quarter last year. 





Slim-Trim Creations Shown 


A 55-page photographic album of men's 
shoe creations, given quality brochure 
treatment, has been released by the 
ARS Sutoria fashion magazine of Milan, 
Italy. The series of models presented 
feature an amazing number of rich and 
elegant variations of the now-familiar 
slim-trim Italian shell. The magazine will 
issue an album each six months. 
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Bill Smith says: 


Styles.’ 


FOOT KING® 


aaeal 


Goodyear Welts 
IN STOCK 


tt etapa estan eta 


tinental, hard heel, 14 iron sole. 
men's sizes 6 to 12 at only $6.10 net. 


SHU-LOKS®, RIPPLE SOLE® shoes, 


many other styles in Boys' and Men's. 


“The big profits are in the Young Men's field. Make the most 
of it by getting a quick turnover with FOOT KING's 
continuous in-stock service on Fast Moving 


Black leather, wide binding, tail fin stitching, storm welt con- 
Stocked B & D widths in 


FOOT KING® is the Independent Merchant's best resource 
for a wide variety of up to the minute styles, stocked in 
widths at prices most people want to pay. 


WELLINGTONS and 


FOOT KING means BUSINESS! 


Dept. 91, the A. S. Kreider & Son Co., PALMYRA, PA. 


“THUNDERBIRD 
329360 Men's 
$6.10 net. 


79-81 
Cable 








One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers. 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain Basements 


THE NATION’S FINEST 
‘CANCELLATION SHOES | 


READE STREET - 
Address 


NEW YORK 7 N Y 


ALBARISHOE + Phone WOrth 2-5180 











Retailers Attending Firm’s 
Clinic Get Advertising Aids 
LOUIS Shoemen who at- 

International Shoe Com- 
pany’s 1958 retail sales and mer- 
chandising clinics in St. Louis and 
Los Angeles have been sent a bonus 

an Ad Aids Box. 

Prepared by E. W. Minnigerode 
and the advertising department of 
Merchants Service division, the Ad 
Aids) mailing consists of a 
booklet, ‘Imagineering,’ a compre- 
hensive short course in retail adver- 
tising; a colorful file box for the 
shoeman’s desk; file dividers broken 
into 16 categories; and ove: 
10 illustrations and advertising copy 
ideas for easy adaptability by the 


ST. 


tended 


piece 


down 


average shoe retailer. 

According to Mr. Minnigerode, 
the Ad Aids box was planned as a 
“gathering place,” the spot on any 
desk where he can 
semble all ideas for retail advertis- 
ing, copy, special promotions, win- 
and the like. The 
bright orange and green box, shipped 
flat, quickly and forms 
the replica of a shoe store, complete 
with door, windows and brick walls. 


shoeman’s as- 


dow displays 


assembles 
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© About Shoe People 


Peter H. Chickering has been 
transferred from the Endicott John- 
son store at Hyannisport, Cape Cod, 
Mass., to manage a unit 
at Peekskill, N. Y. 
Robert G. Gluck is 
ated with R. H. Macy & Company, 
New York, as 
buyer. He is a graduate of Lehign 
Army 


company 


now associ- 


an assistant shoe 


University and a_ former 


lieutenant. 


Joseph Yacka is manager of a 
new family shoe style center which 
Thom McAn opened last month in 
the Airport Plaza Shopping Center, 
Hazlet, N. J. It’s the 
17th unit in New Jersey. 


Miller, 


business at 


company’s 


Reuben who 
the 
Cedar Falls, Ia., for 42 years, 
the Miller Shoe 
at a $5500. 


held a formal opening. 


Carl and 


have been in shoe 
have 
Store 


Recently they 


modernized 


cost of 


Palmer A. Beebe, Jr., a partner in 
the Beebe Shoe Store in Battle 
Creek, Mich., has been elected 
chairman of the Merchants 


Association for a one-year term. 


local 


Dale E. Hassinger, who was as 
sociated with Shoe Corporation ot 
America for 11 years, has 
the Eldorado Shoe Outlet in 
tur, Pil. 


A. J. Stine, veteran of many years 
in the children’s field, is op 
new department of D1 
Shoes Children, at 
Regenstein’s Shoe Salon in Atlanta 

John R. Rackley 
A. M. Quinn as manager of Vogue 
Little Rock, Ark. The 


owned operated by 


bought 
Deca 


shoe 
erating a 


Posner’s for 


has succeeded 
Shoes, in 
store is and 
Weiss and Neuman Shoe Company, 
has 50 the South 


which stores in 


west. 


Joe Glickman, president of Margo 


Stores, a group of eight shop 
Lairsen’ 
He plans 


the Lairsen 


in Texas, has purchased 
Footwear in Odessa, Tex. 
to operate it under 


name. 


Bob Boldman has opened a nev 
juvenile shoe store, Boldman’s Boot 
ery, at Portland, Ore., where he ha 
been in the children’s shoe busine 


for 15 vears. 
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Higher-Price Lines Gaining, Study Shows 


NEW YORK The 

women’s 

brackets 
formerly 


markets for 
in the 

much 
believed, 


men’s and shoes 
higher-price 
bigger than 
judging from figures announced by 
the National Shoe 


Association. 


are 


Manufacturers 


The figures are in an advance re- 
port prepared by the Bureau of the 
Census for the NSMA and the New 
England Shoe and Leather Associ- 
by 
types and price lines for 1956 and 


ation. Comparative production 
1957 is shown. 

Although the 1957 
preliminary, they indicate, for ex- 
ample, that in the 
$12.01-$15 wholesale price range 
their share of the total 
market from 0.5 to 1.3 per cent, in 
the period. Men’s dress 
shoes at $12 and at 
wholesale boosted their percentage 
of the market from 4 to 6.1. 

The study of 1957 production is 
based on a complete sampling of all 


figures are 


women’s shoes 


increased 


two-year 


priced over 


firms shipping $1% million or more 
each year. Previously the smaller 
firms were not included. In addi- 
tion the new study gives a larger 
number of price breaks than did 
former studies. 

The final figures, the 
NSMA said would be available in 
about a month, will distinguish be- 
tween women’s regular and wo- 
casual and play shoes and 
between misses’ and_chil- 
dren’s. Preliminary figures for 
these divisions and for house slip- 
pers, athletic shoes and other foot- 
wear are not shown in the prelimi- 
nary release due to insufficient re- 
porting. 

The NSMA that 
paring 1957 figures with previous 


which 


men’s 


also 


noted in com- 


years caution should be exercised 
with respect to volume changes in 
certain price classes. This is due 
to the heavier sampling of smaller 
firms in the latest study. 


Women’s Fabric Shoes Show 
Large Increase Since 1947 

NEW YORK—Production of wo- 
men’s fabric shoes has multiplied 
six times since 1947, from 1.7 mil- 
lion pairs to over 9 million. That’s 
the report of the National Shoe 
Fabric Association, which held its 
spring showing here last month. 

Total women’s shoe production 
gained only 7 per cent in the same 
period, the group said, from 168 
million to 180 million. 

On the of current sam- 
plings and ordering, the associa- 
tion said it expects an increase of 
33 1-3 per cent in shoe fabric sales 
for 1958-59. 


basis 


This will boost sales to more than 
$23 million. 

According to the fabric group. 
the best selling fabrics for women’s 
shoes are silks in a wider variety 
of colors than ever before, meshes 
in new lace-like designs, and many 
textured fabrics. In men’s 
new developments include jute and 
hemp materials and new types of 
nylon mesh. 


shoes, 





Percentage Distribution of Shoe Production by Manufacturer’s Selling Price 


VANI 
FACTURER'S 
SELLING PRICE 

F.O.B. PLANT 
OR WAREHOUSE 
Dollars Per Pair 


Less $0 GI 
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Vee SO 
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2 3 00 
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20 
SO 
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10 
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than 
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Tot il 
No. of 
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“co production 


pers 
omitted 78 S85 24 


87‘ 


COVE red 


100.0 
708 | 27 
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1957 Preliminary and 1956 


YOUTHS’ AND 


Worl BOYS’ 


1956 


—bho 


NeK—NwNweOH He He He DNS +S 
— pe COIN +} SDelisioens— 


100.0 100.0 100.0 100.0 


27,822 | 24,243 937 '275 


y 18.0% 53% 806°, 59, 


WOMEN'S 


100.0 


500 27 


VISSES’ AND 


CHILDREN’S INFANTS’ 


1956 1950 1956 


100.0 100.0 100.0 100.0 


1,525 | 74 37.610 | 37.006 


523 Ic 


606; 


vray? 
00 .3*/ 


1) Combined with higher price line to avoid disclosing the operations of individual companies. 


») 


2) Combined with lower price line to avoid disclosing the operations of individual compe nies. 


Source: Department of Commerce, Bureau of the Census, Washington 25, D.C, 
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New Braga Division 


Makes Men’s Casuals 


HUDSON, MASS.—Frank Braga, 
president of the Braga Shoe Com- 
pany, has announced the formation 
of a new division—the Hudson Shoe 


FRANK BRAGA 


Company—which is manufacturing 
an in-stock line of men’s casual and 
leisure-type shoes to retail at $6.95- 
$8.95. 

Initially, Hudson is producing 24 
styles, Mr. Braga said, under the 
“Brag-A-Bout Mocs” trademark. 
Eight salesmen have been appointed 
to carry the line and the sales force 
is being rapidly expanded to cover 
the entire country. The new line fea- 
tures lightweight construction in 
keeping with modern fashion trends 
in men’s footwear, Mr. Braga said. 


Milwaukee Tanner to Exhibit 
Paintings at Brussels Parley 

MILWAUKEE — “Art in Tan- 
ning,” nine paintings commemorat- 
ing the centennial of Albert Trostel 
& Sons Company, Milwaukee tan- 
ner, will be exhibited at the Brus- 
sels World’s Fair September 17-20 
as part of the Conference of the 
International Council of Tanners. 
Seventeen European nations will 
participate in the conference. 

The paintings, by Wisconsin ar- 
tist Franklin Boggs, dramatize the 
creation of leather. They will also 
be shown at the Shoe and Leather 
Fair in London, September 29 to 
October 3. Albert O. Trostel, Jr., 
president of the Trostel tannery, 
said the exhibits will serve as an 
expression of goodwill from the 
American tanning industry to its 
Kuropean counterpart. 
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Leather and Shoe Safety Award Winners Announced 


CHICAGO — Award winners of 
the tanning and leather industry 
safety contest sponsored by the Na- 
tional Safety Council have been an- 
nounced. 

Among leather and tanning firms 
first place was won by the Fred 
Rueping Leather Company at Fond 
du Lac, Wis., with no accidents 
over the 12-month period from July 
1, 1957, to June 30, 1958. An acci- 
dent frequency rate of 3.47 was 
sustained by the A. C. Lawrence 
Leather Company, Newport Sole 
Leather Tanning, which took second 
place. 

The Standard Division of the 
Allied Kid Company was third with 
an accident frequency rate of 5.36. 
All awards will be presented at the 
16th National Safety Congress to be 
held at Chicago during the week of 
October 20 to 24. 

Several shoe manufacturing plants 

which were evaluated in a 
rate group—also maintained perfec% 
records for the year. They included 
the following divisions of the Gen- 
eral Shoe Corporation: Alabama 
Shoe Company, McMinnville Plant, 
Centerville Plant, Atlanta Plant, 
Cowan Plant, Spicket Shoe Corpora- 
tion, Carrollton Plant, and the Han- 
over Plant. The J. E. Rhoads & 
Sons Company of Wilmington, Del., 
was also free of accidents. 

The overall 
rate rose four per 
1956-57 total. Ten contestants 
perfect records, with 


sepa- 


accident frequency 
the 


had 


cent over 


19 contestants 





Femininity in a Carton 


New carton introduced by Accent shoes, 
women's specialty division of Interna- 
tional Shoe Company, St. Louis, suggests 
ladylike footwear through scalloped 
black lace filigree covering much of the 
box. Current advertising in fashion mag- 
azines depicts the carton, which also 
serves as a decorative closet storage 
box. 


participating. The impressive num- 
ber of 26 million hours was worked 
with 
7.93 accidents per year per contes- 
tant. 


an average accident rate of 


New York College to Offer 
Shoe Technology Course 
NEW YORK—Possibly the most 
advanced shoe technology 
taught in this country will be inau- 
gurated this September at the New 
York City Community 
Applied Arts & Sciences in Brook- 
lyn. The new course, offered to all 


course 


College of 


members of the shoe industry, will 
aim at perfecting 
shoe manufacturing and plant man- 


techniques in 


agement. 
Some of the 
vanced curriculum will include time 


the phases of ad- 
and motion study, footwear design 
and engineering, component evalu- 
devel- 


ation, shoe machinery, last 


opment and evaluation and shoe 
manufacturing methods. 

The been scheduled 
for 15 weeks throughout the fall 
semester of 1958 at the main build- 
ing, 300 Pearl St., Brooklyn. Reg- 


September 9 


course has 


istration will start 
and continue until September 11, 
between 6 P.M. and 8 P.M. 
Military Procurement Plans 
Outlined for Shoes and Lasts 
PHILADELPHIA — The Militar 
Clothing and Textile Supply Agency 
announced plans to procure “in the 
future’ large quantities ol 
leather The 
mate quantities and tentative deliv 


near 
shoes. types, approxl- 
ery dates are: 

Black 
Navy specification and lasts, 460,000 
pr., January-April, 1959; 
ford dress shoes with Army and Ait 
Munson 500,000 pr., 
February-June, dark 
geometric lasts 
1959; 


oxford dress shoes, with 


black ox 


lasts, 
1959; 


Force 
brown 
dress shoes with 
191,000 
and dark 
Marine Corps lasts, 
ruary-June, 1959. 
The 
in the near future some 11,016 pati 
of MC boots 
shoes, with deliveries scheduled fo 


1958. 


pr., February-July, 


brown service shoes with 


140,000 pr., Feb 


agency said it will procure 


lasts for combat and 


November-December, 
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FRANK P. RICCA, JR. 
Merchandising Post 


JOSEPH B. HALL 
Elected a Director 


Promoted... 


Charles E. Rountree, to director 
of merchandise and administrative 
control for the Standard Retail and 
Associated Sales division, General 
“hoe Corporation, Nashville, Tenn. 
Formerly 
accounting for General, he succeeds 
Jack Rhodes, now general manager 
of W. L. Douglas retail shoe stores. 

John E. Vought, from assistant 
traffic manager to manager of the 
trafic department of Endicott John- 
son Corporation, with headquarters 
in the EJ sales building at Endicott, 
N. Y. He succeeds Earle B. LeSher, 
who retired August 1. 

Frank P. Ricca, Jr., to a post on 
the home office merchandising staff 
of Edison Brothers Stores, Inc. He 
will be associated with buyer 
Barney Lebowitz in the Town and 
Country sport division. Mr. 
Ricca formerly managed stores in 
Ala., Chattanooga, 
Dallas New 


supervisor of corporate 


shoe 


Montgomery, 


Tenn., Houston, and 
Orleans. 

Max E. Nuscher, from assistant 
manager to manager of the Endi- 
cott Corporation’s Para- 
Rubber’ Division, Johnson 
City, N. Y. He succeeds Harvey T. 


Johnson 


cord 


Vv. J. REED 
Also at Goodrich 


JOHN THOMPSON 
Newly Created Post 


JOHN M. BURNS 
Also at Goodrich 


JOHN L. BAIER 
Named by Goodrich 


Litterer, who will join the EJ 
Leather Processing Office in Endi- 
cott, N. Y. 


Elected... 


Joseph B. Hall, as a director of 
The Goodyear Tire & Rubber Com- 
pany, Akron, O. Mr. Hall, who is 
associated with the Kroger Com- 
pany of Cincinnati, O., succeeds 
B. A. Polsky, Akron department 
store pioneer and civic leader, who 
resigned. 

George J. Hiteman, as chairman 
of the board and treasurer of Hite- 
man Leather Company, Inc., West 
Winfield, N. Y., calfskin tanners. 
Gordon H. Davis was named secre- 
tary. 


Appointed... 


John L. Baier, John M. Burns 
and V. J. Reed, as sales representa- 
tives in industrial footwear and 
gloves for the B. F. Goodrich 
Footwear and Flooring Company, 
Watertown, Mass. Mr. Baier will 
serve in the Northeast, with head- 
quarters in Watertown; Mr. Burns, 
in the Mid-Atlantic area, with 
Philadelphia as headquarters, and 


WALTER J. DAILY 
Named by Royal 


VICTOR P. MANGINI 
Advertising Director 


Mr. Reed on the West Coast, with 
San Francisco as his base. 

John Thompson, as advertising 
and sales promotion manager, a 
newly created post, in the Yankee 
Shoemakers division of Sam Smith 
Shoe Corporation, Newmarket, 
N. H., children’s shoe manufac- 
turer. He will continue to serve his 
customers in the New England 
territory, the company said. 

Victor P. Mangini, as director of 
advertising and sales promotion for 
Commonwealth Shoe and Leather 
Company, Whitman, Mass., men’s 
shoe manufacturer. He _ succeeds 
Walter J. Avery, who is retiring 
after 32 years with the company. 

Ralph F. Pleatman, as president 
and general manager of the Hite- 
man Leather Company, Inc., West 
Winfield, N. Y. Directors of the 
firm made the appointment. 

Hugh F. Carville, as head of a 
new St. Louis office for Hiteman 
Leather Company. For three years 
he has directed sales from the tan- 
nery. 

Richard W. Willmes, of Coving- 
ton, Ky., as an associate of Walter 
D. Cost, of Cincinnati, O., the repre- 
sentative of the Colonial Tanning 
Company of Boston in the Ohio 
territory. He will call on shoe man- 
ufacturers throughout Ohio. 

William W. Peterson, as a vice- 
president and member of the board 
of directors of the Kiefer Tanning 
Company, Grand Rapids, Mich. 

Stanley H. Luddeke, as sales man- 
ager of Fibre Glass-Evercoat Com- 
pany and its division, Industrial 
Adhesives, Inc., Cincinnati, O., 
which supplies latex, crude rubber 
and solvent cements to the shoe in- 
dustry and other fields. According 
to Mr. Luddeke, the company will 
expand its organization to 
better serve the shoe industry. 

Peter K. Borden and Alfred G. 
Schwab, as vice-presidents of the 
Central States Thread Corporation, 
Cincinnati, O. 


sales 


Walter J. Daily, as national sales 
manager of Royal Metal Manufac- 
turing Company, New York, which 
manufactures a furniture line used 
in shoe stores. 

Harold and Sam Marcus, as sales 
representatives in Missouri and 
Kansas for Rau Fastener Company, 
snap fastener, buckle and closure 
makers. Their office will be in St. 


Louis. 
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Chambord Shoe Co. 
22 ° 
Offers French Styling 

2 

NEW YORK — Children’s shoes, 
styled and detailed with an authen- 
tic French flair, will now be as easily 
and quickly available as the nearest 
telephone or telegram blank. Manu- 
factured in France, these shoes are 
made over American and in 
American sizes. They will be shipped 
to the Chambord Shoe Company in 
the United States in ample quanti- 
ties to maintain an efficient instock 
service. 

The Chambord Shoe Company, an 
American company, is the sole dis- 
tributor in the U. S. for the Ets G. 
Bidegain et Fils, manufacturers of 
infants’ and children’s shoes in Pau, 
France, for the past 30 years. Cham- 
bord introduced the infants’ line in 
this country in March, 1958, when 
they opened their offices in the Em- 
pire State Building and in the past 
six months they have negotiated 
about 200 accounts, mostly in de- 
partment and_ specialty 
New York and Boston. 

Pierre Elissabide, president of 
Chambord Shoe, imports a compre- 
hensive line of children’s shoes as 
well. He indicated that his company 
intends to maintain an instock ser- 
vice of about 30,000 pairs of chil- 
dren’s shoes in a full range of sizes. 


lasts 


stores in 


Carefree Footwear Enlarges 

METTER, GA.—Construction 
work is going forward here on a 
one-story factory building to provide 
32,125 square feet of 
manufacturing area for 
Footwear, Inc. 

The company, producer of wo- 
men’s casual shoes, is now training 
some 100 workers in temporary 
quarters at a Metter warehouse. 
Michael J. Frusco is general superin- 
tendent in charge of the training 
program. 


additional! 
Carefree 


Kessler Catalog Published 

WESTMINSTER, MD. — Kessler 
Shoe Manufacturing Company, Inc., 
here, which makes Kess-Kraft Health 
Shoes for children, announced that 
the company’s latest catalog has just 
been published. The firm said it is 
offering a variety of styles for chil- 
dren, including Bonwelt boots, three- 
soled oxfords, Compo party dress-up 
straps and Bonwelt oxfords. 
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Two Feet, Two Styles 


on OF & 





‘TWO 
I'll bet yo 


new pairs of Massagi« 
1 tell that to all 


MASSAGES 
wauseor 
MASSA SHE 


Pacem 
se ADFORD 


MASSAGIC 


ae 


WEYEMBERS SHOR MANUFACTURING COMPANY 


“thAG RIA LDOT PARA 


MILWAUKEE 1. WISCONSIN 


Geared to sophisticated tastes, text of 
this unique advertisement for Weyen- 
berg Shoe Manufacturing Company, Mil- 
waukee, urges the male to buy Massagic 
Air Cushion shoes in "pairs of pairs." 
To make their point, admen boldly 
dressed the same man in two styles of 
shoes (but conceded that such a prac- 
tice had only limited appeal). Color ad 
will appear in September Esquire, Octo- 
ber Holiday and October Gentlemen's 
Quarterly. 


Where 





BOX HANDLERS 





LONG ARM* 


Quicker 
| Safer 
Easier 


than any other way to 

get shoes from the high 

shelves. And you return 

the empties upside down 

—no falls from ladders 

or stools—no energy wasted—Long arms with 24 
30'', 36'', 48'', 60'' handles $3.50, with 72°’ handles 
$4.50 postage prepaid in U. S. A. Specify handle 
lengths desired and if for Men's cr Women's 
boxes—your Jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn 





JOBS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Lowest Prices 


Largest Stocks All Price Ranges 


T 
Shue ootwear 


MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 








MERCHANTS’ NEEDS 





Shoe Travelers to Pursue 
Stability in Apparel Field 

NEW YORK—A 
discuss means of improving credit 
facilities, and research into products 


conference to 


and selling techniques in the men’s 
and boys’ apparel industry will be 
held in November by the Small Busi- 
ness Administration and the Bureau 
of Salesmen’s National Associations 
which the National Shoe 
Travelers’ Association. 


includes 


The conference will consider ways 
in which the Small Business Admin 
assist in achieving 
the 


istration can 


greater stability in men’s and 


boys’ apparel field. 





FOOTSAVING 
EDUCATION 


VAds of 


: Proven 
Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 


compelling interest 


effective nationally 

















JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
8 A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y¥.7 + WO 2-5180 








Here's wot MILLER 
FOOT DEFENDER SHOES for 


Eaupptt Frsudone 


OFFER YOUR CUSTOMER 


YOU CAN DEPEND ON vA ferme fu FOOTWEAR 


Basic lasts—sensible, yet smartly styled shoes 
—day-by-day life in Comfortland. 

And offer you, the dealer: Solid, substantial 
footwear. No markdowns. Every customer 
BOWLING SHOES 


ROLLER SKATES ICE SKATES 


a repeat! 


PLATTOE LAST 
3966—The INNING Tie 
14/8 Wood Kantscuff Heel 


[Dusk grey illusion fabric vamp, 
+ quarter and tongue 
Dusk grey calf tip and facing 
Lighter grey inlays 
Six-eyelet tie 
Long inside counter 

SIZES IN STOCK 


MILLER SHOE CO., INC. 


Founded by ALBERT E. KLINKICHT 
23, OHIO 


CINCINNATI 


Converse Rubber Plans 
Expansion in Puerto Rico 

NEW YORK — Converse 
Company of Malden, Mass., will 
expand its manufacturing opera- 
tions in Puerto Rico, according to 
the Commonwealth’s Economic De- 
velopment Administration. 

The company’s five-year-old island 
affiliate, Coastal Footwear, Inc., has 
taken over a 7200-square-foot plant. 
Production of slippers and 
canvas shoes is slated for early 1959. 


Rubber 


house 


Boost Ads for ‘Drizzle Boots’ 

LOS ANGELES—Principle Plas- 
tics of Los Angeles announces a 
greatly expanded advertising 
schedule for its fall campaign pro- 
moting the all-new “Drizzle Boots” 
in a new fall pattern. 

Beginning in October, the cam- 
paign will run in the following 
publications: Vogue, Charm, Cosmo- 
politan, Mademoiselle, 
New Yorker, Holiday, Glamour, TV 
Star Parade, Movie Star 
Movie Life, Intimate Stories 
Personal Romances. 
will 


Seventeen, 


Parade, 
and 
In addition, the 
include 
presentations in selected markets. 


campaign spot radio 


Retail from 


$4.95 


AAAA 7 to 


AAA 61/2 e FOOTBALL 


Retail from 


$9.95 





Retail from 


$4.95 


Retail from 


$14.95 


ETY & PLEASURE 
MIDGIES 


Retail from 


$4.95 


MAJORETTE BOOT 


Retail from 


$8.95 


Send for catalog showing our new THRIF-TEE line— 
low price, quality ice skates 


GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 





Manufacturer Holds Picnic 
HANOVER, PA.—Some 350 em- 
ployees and members of their fam- 
ilies attended the annual picnic of 
the L. E. Beaudin Shoe Company 
recently near East Berlin, Pa. The 
event was arranged by officers of 
the Hanover shoe manufacturing 
firm’s Social Club, including Mrs. 
Gloria Blettner, president; Mrs. 
Margaret Topper, vice-president, 
and Mrs. Joyce Hemler, treasurer. 





To All Shoe Travwelers 


The Recorder is inaugurating in an 
early issue a new feature, “Salesmen on 
the Road.” It will be a page devoted 
solely to news about shoe travelers. This 
includes births, weddings, important an- 
niversaries, election to offices in other 
organizations, civic activities, honors and 
recognition in hometown. 

We will also include changes of lines 
This is 


so we will depend on you to keep a 


your 


and representation. your page, 
steady flow of news coming to us. Please 
send all news items to: 
MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
AND SHOE RECORDER 
228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 


BOOT 





Leather Industry Ist in Maine 
In Employees, Census Shows 

BOSTON — Maine leather and 
leather products, including shoe 
firms, ranked first in 1957 in the 
number of workers with 20,996 em- 
ployees earning $59,394,711 in gross 
wages, according to an analysis of 
the newly released 1957 Census of 
Maine Manufacturers by the New 
England Shoe and Leather Associa- 
tion. 

The factory value of shoes pro- 
duced amounted to $161,458,796. 
Maine now ranks as the fifth largest 
shoe producing state in the country. 


Lewis Adds Novelty Heels 
DOVER, N. H.—Dan Lewis, Inc., 
announced it will offer a complete 
line of original turned, shaped 
novelty heels. Richard Lewis, presi- 
dent and sales manager of the Dover 
firm, said the firm also displays the 
full line of Dan-Di finished and un- 
finished leather heels as well as cellu- 
lar type materials for platform use. 
The company is now exclusive New 
England distributor of the Rubatex 
firm crepe line, Mr. Lewis said. 
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Classified and Want Ads 





POSITION WANTED 


POSITION WANTED 


POSITION WANTED 








EXECUTIVE ASSISTANT 


This woman has a remarkable executive 
background and splendid achievement 
record in the shoe and leather industry. 
She is interested in a top-level executive 
post with a progressive firm in the indus- 
try, as assistant to the president or some 
equivalently responsible position. 

For the past 12 years she has been a 
director of styling, promotion and adver- 
closely with shoe and 
leather manufacturing executives and 
leading shoe retailers. She has an inti- 
mate working knowledge of sales opera- 
tions, production and leather technology, 


tising, working 


has played an active role in company 
finance, stockholders’ interests, personnel, 
in the 
of a 


public and labor relations, and 


over-all administrative functions 
large firm. She has been on a policy- 
making, decision-making level, assigned to 
full or partial responsibilities in various 
areas. These activities have entailed con- 
siderable travel, intra-industry contacts, 
business and _ public 


groups, committee presentations, etc. She 


speaking before 


serves in an advisory capacity to several 
industry-wide programs. 
A college graduate, with abundant execu- 


tive experience, this is a woman of crea- 
tive tolents intermixed with a mature ap- 
proach to business administration. Energy, 
sound judgment, thinking, 
ability to direct people and coordinate 
operations, productive in practical ideas 


constructive 


—these are also among her qualifications. 
This poised, able woman will be a superb 
administrative asset to a company or top- 
level executive in the shoe and leather 
industry. She is presently employed, in a 
five-figure bracket, but wishes to re-locate 
for reasons which can be discussed in a 
confidential interview. 


Write Box 249, BOOT and SHOE RECORDER, Chestnut and 56th Streets, Philadelphia 39, Pa. 











SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN WANTED 


Twenty-five samples Leather Sole Shoes for small 
children, also Infants’ Soft Soles. In zipper bag 
weighing five pounds. All styles stocked. Retail 
$1.65 to $2.65. Excellent shoemaking, quality, styl- 
ing. Liberal commission, monthly settlements. Write 
in confidence about our unusual selling proposition. 


THE DELIGHT SHOE CO. 
63! North Street, Cincinnati 2, Ohio 





OPPORTUNITY FOR AGGRESSIVE SALESMEN 


Represent Long Established Firm. Several Territories Open for Popular Priced Line 
of Juvenile Footwear—also Line of Girls' Cements and Welts. All Styles carried in stock 
in widths. Non-conflicting side line permitted. All replies considered confidential. 


Reply to Box 272, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. 














SALESMEN 


Outstanding line of ladies’ and children’s shoes 


(dress, sports, casuals, flats, arches, etc.) has 
opening in following territories: 

1. Western Pennsylvania; 2. Ohio, Indiana, Illinois 
(exc. Chicago); 3. North and South Carolina; 
4. Florida, Georgia and Alabama; 5. Wisconsin. 
Drawing account for men with established follow- 
ing or you may carry all or part of our line in 
conjunction with non-conflicting line on straight 
commission. Please give full details in reply. 
Confidential. 


IDEAL SHOE COMPANY 
316 N. 3rd Street Phila. 6, Pa. 








EXPERIENCED SALESMEN 


Long Established Company has 
openings for Experienced Sales- 
men for compact Line of Medium 
Priced Men's Shoes, with Patented 
Feature. Also Popular Priced Boys’ 
Line. Both Lines backed by effi- 
cient in-stock. Several territories 
open. Would consider non-con- 
flicting side line. Replies kept 
confidential. 


Reply to Box 273, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALESMEN WANTED BY FOREMOST 
DISTRIBUTOR io” sell Steel Toe Safety 
Shoes te industrial plants in Ohio, Illinois 
Detroit territories O. J. GOODRICH, 900 
Lapeer Street, Saginaw, Michigan 
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EXPANDING SALES ORGANIZATION 


Opening for Experienced Men by Long Established Manufacturer of 
Women's and Girls’ Popular Priced Shoes. Entire Line backed by effi- 


cient in-stock service, Submit complete resume. All replies confidential. 
Reply to Box 278, BOOT and SHOE RECORDER, Chestnut & 5éth Streets, Philadelphia 39, Penna. 








Experienced salesman full time or 
side line, for national distributor of 
men's popular price footwear. Enclose 
references, resume, and_ photograph. 
Several territories available. 


BRILLIANT BROTHERS CO. 


190 Lincoln Street Boston 11, Massachusetts 








EXTRA COMMISSIONS 


FOR YOU. One sample Case Side Line, In 
Stock ‘Celebrity Grads.'’ Nurse all-white and 
off-Duty Shoes. Retail $8.95 to $10.95. Steady 
mail orders. Write, give territory, reference, 
and name of non-conflicting Lines now carried 


IRVING DREW CORPORATION, Lancaster, Ohio 











SIDELINE SALESMAN WTD. 





SIDELINE SALESMAN WTD. 

















CHILDREN’S MANUFAC 
BONWELTS, COMPOS with 
complete Instock Department desires Sideline 
Salesman for the State f New York, not im 
cluding Metropolitan are Liberal commission, 

od opportunity Rep! io Box 279, Boo. 
RECORDER, Chestnut & 56th Streets, 

399, Penna 


VOLUME 
TURER OF 


AND SHOP 
Philadelphia 


SIDELINE SALESMEN WANTED 
I Priced Men’ Scuff Shipper nd 
Slipper Very shert line Terr 

ll territories per 


values. All | 
GLOVE CO., Gloversville Nev 


WANTED: SIDELINE MAN 
To Sell Miller Shoe Trees and Cordo 
Hyde Laces in North and South Caro- 
Alabama, and Florida. 


O. A. MILLER COMPANY 
PLYMOUTH, NEW HAMPSHIRE 


lina, Georgia 











SMART LEATHER BOWS, SHO 
LEN’ FOOT SOX. Pocket size 
Marit rs } mm 


BR ee: AND SHOE Ri 





Classified and Want Ads 








POSITIONS WANTED 


FOR SALE 


WANTED TO PURCHASE 











NOW AVAILABLE 
FOR YOU 
TWENTY YEARS’ EXPERIENCE 


As Shoe Manufacturer's represen- 
tative, retail Sales and Manage- 
ment, Style and Design. Strong 
all around industry know-how in 
Ladies’, Men's and Children’s 
Shoes for New York locale. Best 
references. 


Reply to Box 277, BOOT and SHOE RECORDER, 
Chestnut & S6th Streets, Philadelphia 39, Penna 











SHOE SALESMAN, YEARS’ OR 
PFHOPEDIC EXPERIENCE in Men's, Wo 
men and Children’s. Good shoe fitte: D« 
irous of making change, New York City o1 
Reply to Box 283, Boor axnp SHor 
Kecorper, Chestnut & 56th Streets, Philadel 
plhia 39, Penna 


uburbs 





SIDELINE SALESMEN WTD. 








SIDELINE SALESMEN WANTED 
EASY WALKER SHOE CO. 
1S EXPANDING SALES FORCE 
bighiy sumessiel Women's Ceonul Line’ Comma 
Qutline background; line ou are now 
and territory covered 
SAUL HANIN 


P. O. Box 262 Williamsport, Pa. 














BUSINESS OPPORTUNITY 








FOR OUR EXPANDING VOLUME 


We are looking for a Partner in our Moderate-sized 
Factory operation located in the Midwest Invest 
ment of $25,000 needed and ability on part of In- 
vestor to take charge of sales Excellent) Oppor- 
tunity for man with proper qualifications. Replies 
held strictly confidential 


Reply to Box 282, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 














FOR SALE 





NEW, MODERN, 
LISHED FAMILY 
ing town Population 
churche swimming pool 
Center for 15 surrounding towns. X-Ray Ma 
chine like new. Good repeat customers. Modern 
fixture Newly remedeled front Address all 
nquiric to Box 281, Boor anp Snorer Re 
CoRDER, Chestnut & 56th Streets, Philadelphia 

), Penna 


THRIVING, ESTAB 
SHOE STORE in a go 
5,000; new hospital; 

County Seat Buying 


FAMILY 


Busine in 


SHOE STORE, doing Excellent 
Philadelphia's Fastest Growing 
Excellent Opportunity Reply to Box 
48, Boor anp SuHoe Recorper, Chestnut & 
6th Streets, Philadelphia 39, Penna 


sectior 


FOR SALE: FAMILY SHOE STORE; vol 
ume around $50,000 Desirable South Jersey 
location. Reasonable Reply to Box 280, Boot 
AND SHore Recorper, Chestnut & 
Philadelphia 39, Penna 
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6th Streets, 


SENSATIONAL VALUES for 
RETAILERS and DISCOUNT HOUSES 


FIRST QUALITY FOOTWEAR, LOW- 

PRICED. Write for details to— 
GREENBERG FOOTWEAR CO. 

225-17 Hillside Ave., Queens Village 27, N. Y. 











FAMILY SHOE AND REPAIR STORE 
at the foot of the Rockies, in fastest growing 
suburb of Denver. Clean stock, new store. 
Established 12 years. ALBERT GERINGER 
5227 West Colfax Avenue, Lakewood, Color 


ado 


FOR SALE: X-RAY MACHINE, ADRIAN 
SPECIAL, Good working condition: Like new; 
Make offer. SAJDAKS SHOE STORE, 1017 

Brady Street, Milwaukee 2, Wisconsin 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 








LINE WANTED 





ATTENTION MANUFACTURERS IN 
NEED OF A GOOD MAN! Owner of high 
men’s and women’s shoe store, with 34 
experience in large mid-Southern city. 
selling out because of desire for better income 
and to see the sun shine occasionally; wants a 
line of , women’s or children’s 
Good health, good references, good low mileag¢ 
cat Obligated to no one ( R. MORGAN, 
2110 Lee Place, Memphis 4, Tenn. Telephone 
BR 8-0481R 


grad 


years’ 


men s, shoes 


LINE WANTED: MANY YEARS’ EX 
PERIENCE in Chicago area, Large Following, 
Children’s, Boys’, Teenagers Shoes or House 
Slippers. OTTO DUMKE, 7621 Washington, 
River Forest, Illinois 


National Shoe Products Agent 

BOSTON — The Bos- 
worth Machinery has 
been appointed to represent Nation- 


Campbell 
Corporation 


| al Shoe Products Corporation in the 


New York territory, including not 


only New York City but also Con- 


Campbell 
165 


necticut and New Jersey. 
Bosworth headquarters are at 
West 26th St., New York. 


Ohio Agent for Boston Firms 
BOSTON—C. N. 
Son, Columbus, O., has been named 
exclusive selling agent in the Ohio 
territory for Gilbert Freeman, Inc., 


Riesenberger & 


fabric house, and Creative Prod- 


ucts, Inec., both of Boston. 


Represents Slipper Maker 
NEW YORK—Fellman, Ltd., of 
New York has been appointed exclu- 
sive representative for Habitant, 
Ltd., of St. Tite, Canada, slipper pro- 


| ducer. Harry G. Fellman of the New 


York firm said his company has sold 
the slippers through its own stores 





CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 














MERCHANTS’ NEEDS 








Mats AND Ydeas 


FOR YOUR 
NEWSPAPER, ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


& 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff 


* 
VINCENT EDWARDS & CO. 


W orld’s largest advertising 
service organization 


342 Madison Ave. 
New York City 











in New York and Newark, N. J., and 
by mail for 12 years. Now the slip- 
pers will be marketed through “a 
few finer stores” in the U. S., he 
added. 


Boot and Shoe Recorder 








Wanted to Purchase 








“Uncle Sam” 
will soon prove 
Sputnik and Muttnik 


are old numbers 


yo" SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Louis Write or wire for fast ac 


- tion . . . quality men’s, 
will buy your women's and children’s shoes. 
old numbers 


oo > FOR OVER 43 YEARS 
LOUIS CAMITTA & SON 


ov neaoe stowew vor. «|| MUI L ( t elgel 
WO 2-5063 


formerly with S. CAMITTA & SONS 1235 Washington, St. Louis 3, Mo 

















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S$ 
YOUR NAME PROTECTED Hf 


B.&R. SHOE CORP. 74 Reade Street, New York 7,N. Y. WOrth 2-6358 


Phone or wire 
collect 














Md BAR'S BUYS for CASH 
8 A R H s Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 
THE NATION’S FINEST Also complete stores considered 
CANCELLATION SHOES 


Jobs in Fine Shoes From Fine Sources Since 1931 
79-81 Reade St. + New York 7, N.Y. © Tel: WOrth 2-5180 
\ HEE , 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








WE PAY MORE because WE_ARE RETAILERS 


. WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1|-9830 

















Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 











for 

e closeouts 

e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


ine. © BE 3-7290 
146 DUANE $T., WN. ¥.C. 


COMPLETE STORES . 
WANTED! 


Confidential negotiations by 





g rated . .. 


. ARRONSON BROS. & BAYROFF . 


a 100 Chambers St., N.¥.C. RE 2-4170-4171 i 
EHH H HH & &B 


experienced retailers a 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAIlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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SPORT KING 
BOWLING 
SHOES 


A top value at popular 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Thirty-One Years 
Making Custom Boots 


CONTINUED FROM PAGE 45 | 


and wanted them repaired for the 
Old Western Dance. Of course, you 
know how business men wear boots 
Just for 
or four times a year.” 

This old customer is engaged in 
retail car sales and the garage busi- 
All of his work is done in an 
When he wears boots, it is a 


celebrations—maybe three 


ness. 
office. 
celebration. 
the old timers in this area celebrate 
three or four times a year, so just 
all of them 
pair of boots. 
Asked about well-known 
ities, Tony hesitated shyly. 
New Mexico's Mechem. 
The boots | made for him had the 
Zia sun symbol worked into the top 
of them. That’s the emblem that’s 
on the New Mexico state flag. Then 
I made a pair of boots for his wife, 
Mrs. Mechem, and a pair for their 
son. Three pairs in that family. 


Sut then, just about all 


about own at least one 
personal- 
“There’s 


Governor 


“Roy Rogers came through here 
1 few years ago and picked up a pair 
of my boots. But that’s not impor- 
tant. My most important customers 
are my friends and neighbors, the 
ranchers who wear my boots exclu- 
sively. They’re the ones who are the 
most important to me.” 

Tony’s Boot Company in Mexico 
produces boots for ladies and chil- 
with the same skill and care 
ihat they put into men’s boots. Spe- 
cial any color 
combination or size are filled at no 
extra cost. Except on made-to-mea- 
sure boots, delivery is made within 
two weeks. Made-to-measure boots 
are five dollars extra and require 
thirty-day delivery. Tony personal- 


dren 


orders for boots of 


86 


prices 





Littleway stitched 
Black or Smoke 
Sizes 6-12, $4.00 


Men's 


When 


Women's: 
Red or Smoke 
Sizes 4-9, $3.60 





IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 


please INCLUDE IM- 








ly guarantees the satisfaction of 
each customer on both materials and 
workmanship on every pair of boots. 

Besides his ordinary customers 
Tony caters to a special line of buy- 
ers—people who are crippled or who 
have orthopedic difficulties. An extra 
amount of care is put into this type 
of footwear, whether the cripple be 
an adult seeking comfort or a small 
polio victim with hopes and dreams 
of being cured. These customers are 
very important to Tony, not because 
of their number, but 
their need. 

Healthy expansion in any business 
depends on quality as well as quan 
tity, and Tony seems to have an 
zdequate supply of both. His best 
advertising is the product which he 
produces, but for those who can’t 
see his work first-hand, he offers an 
attractive brochure, picturing ten 
different styles of boots, with a brief 
description of each. All the boots in 
this folder are made in Mexico and 
are imported for sale in the United 
States. Each is fully guaranteed to 
give satisfaction to the wearer. 

The Tony Spinelli Boot Company 
grows because of good service. The. 
have some hundred and 
twenty-five active wholesale accounts 
in ten states and the business is 
growing. One manufacturer is un- 
der contract to furnish Tony’s stores 
with one hundred pairs of boots a 
week. Tony takes the entire output 
of one Mexican boot shop and a large 
part of the output of another. He 
could use more. 

The spring of 1957, saw further 
growth of Tony’s business when he 
leased the souvenir and merchandise 
concession at Fort Jordan and there 
carried a full line of leather goods. 
This outlet is a popular tourist stop 
located on U. S. highway 278 about 


because of 


now one 


one mile west of Clayton. 


Profile: James H. Nolan 


[CONTINUED FROM PAGE 64 | 


makes the trip over year 
(sometimes twice a the 
spring and fall). In April of this 
year, he went over to the Milan 
(Italy) and Permasens (Germany) 
Fairs. Some 30 shoe manufactur- 
ers went along with him. What they 
were particularly interested in was 
mechanical handling in the factory 
(replacing manual handling with 
mechanical handling through a 
conveyor system that shortens the 
time in the fitting room consider- 
ably, eliminates some of the opera- 
tions and expedites deliveries); 
and vulcanization. His group 
learned that with this new vulcani- 
zation process, they produce a qual- 
ity shoe over there that looks like a 
welt, wears well and, Jim _ esti- 
mates, with a considerable saving 
in cost on each pair. One of Jim’s 
jobs is to work out production costs 

. determining the price differen- 
tial what new constructions 
would mean as against those already 
in use. 

Jim Nolan’s life is ‘‘fully 
packed.” He has work. He enjoys 
playing golf . .. shoots in the 80’s. 
When he takes a vacation, it is gen- 
erally at some place in Canada 
where the trout fishing is good. As 
for family ... he has two daugh- 
ters. One is married to Jim Ken- 
nedy, chairman of the board of 
Revere Copper and Brass: and the 
other to Tom Smith, who was asso- 
ciated with the E. P. Reed Company 
of Rochester. His grandchildren, 
too, manage to keep him as young 
as springtime. 


every 
year—in 
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This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 
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Acme Boot Company 

Advance Theatrical Shoe Co.. 61 
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American Biltrite Rubber Co. 
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Armour Leather Co 
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The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


FURST in the NATION with 
PARAKEET....... acces 


We are proud to be first with Para- 
keet genuine sheepskin moccasins. 
Backs of skins dyed in attractive 
pastel shades. 

26 sheepskin moccasins included in 
over 150 Moe styles available for 
same-day delivery. 


WRITE TODAY FOR ILLUSTRATED CATALOG 


Moccasins 
“Nr \4 © 
<2 SPIEGEL-STANLEY CO. 


BAYSIDE PARK—PORTLAND, MAINE 


‘ 





both 


Shank and 
Heel Ironing 


The GAC 

Forepart Cement 
Lasting Machine, 
Model B, quickly 
ond easily produces 
quality lasting 

and ironing. 


" 
i 
i 
a 
if 
if 
ig 
, 


{ 


in one handling cycle 


Improved shoe bottom conditions will result from seat areas. 
the use of this high production combination Feather lines are sharper. 
United’s Model B Forepart Lasting Machine. Accurate, uniform roughing is easier to obtain. 
The Forepart Laster acts on both sides of the upper Heel seats are flat so heels fit better. 
simultaneously to tension the upper over the last, The character of the last is more perfectly reproduced 
wipe it in and bed it down firmly with heated wipers. in the shoe. 
The ironing station uses shaped, heated blocks and Ask United for more details on how this combina- 
hydraulic pressure to smooth the shank and heel _ tion can help you. 
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cm 
(BAT Jnited. SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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there’s nothing 
younger 

and more exciting 
for casual 


shoes 


\ hy, 

€ 

AMERICA’S LEADER IN COLORED PATENT LEATHER FOR OVER 30 YEARS 
SPRING 1959 COLORS 


940 Twilight Pink « 852 Waltz Blue « 155 Grapefruit e 762 Dragon Red « 149 Salad 


Greene 749 Opera Pear! ¢ 881 Coral e 154 Dutch Blue e 153 Pompadour e 884 Oriental 
Turquoise ¢ 662 Hot Orange e 793 Amber Bronze e 577 Spring Brown e 632 Sun 
Copper e 446 Rhapsody Blue e 611 Solar Blue e 886 Bright Gunmetal ¢ 1] Gunmetal 


612 Bolero Red e 146 Black Raspberry ‘ 638 Topaz e 608 White e Black 


Colonial Tanning Co., Inc., Boston 11, Massachusetts Gi. 
4 





The Biggest Bulge Is in 
BOYS’ SHOES 


and the 
BIGGEST NAMES in Boys’ Sh SoS ] 


ik concentration of our population in the 5 to 17 
year age group makes Boys’ Shoes the brightest spot 


in the shoe business . . . and this concentration 
will continue for years to come. Because Gerberich 
dealers sell such a diversified Style Program and 
the widest possible range of sizes, and enjoy such 
wide-spread reputation for Quality, they get the 
lion’s share of the fine Boys’ Shoe business. 





. In Stock To Gerberich Dealers 


GERBERICH-PAYNE SHOE COMPANY ive Finest Name In Boys’ Shoes 
MOUNT JOY PENNSYLVANIA 


OFFI New York, Marbridge Bldg., Room 417 + Los Angeles, Alexandria Hotel, Room 805 > 
Philadelphia, 12 S. 12th St., Room 914 In Canada, J. Leckie & Co., Ltd. L. H. Packard and Canada West 





